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A brand new idea in Display Lighting. 
ce It fills the window with a flood of 
Window direct light having a powerful beam of 
Footlight reflected light in the center. A most 

effective unit for lighting your spring 

Displays. 


The effectiveness of your displays depends largely upon your 
selection of the display lighting equipment. Even your 
best display is improved by proper lighting. Plan 
your spring displays NOW. We'll plan the 
lighting for you. There’s an X-Ray Re- 
flector for Every Lighting need. 


NATIONAL XRAY REFLECTOR COMPANY 


be NEW YORK CHICAGO LOS ANGELES 
Engineers in all principal cities 
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Attention, Department Managers! 
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PLASTIK-ART BACKGROUNDS 


Temporary Backgrounds of Rare Artistic Merit 
Can Now Be Made to Order In Very Quick Time 





HERE IS 
SOMETHING 
POSITIVELY 

UNIQUE st 

AND 











ENHANCE 
THE 
EFFECT 
OF YOUR 
DISPLAY 
100% 








PLASTIK=ART BACKGROUNDS, Urns, Pedestals and Lamps in Kline’s, 


one of Cincinnati’s finest stores. 


Nothing can approach PLASTIK-ART BACK- 
GROUNDS in display value. They attract and hold 
the attention of shoppers, without detracting from 
the quiet dignity or the artistic qualities of your win- 
dows. Rather they increase the sales possibilities 
enormously by setting off every article to the best 
advantage. 





Use them in both show windows and “islands.” 
A complete installation will prove a source of per- 
fect satisfaction, particularly in $$ and ¢¢ returns. 

Customers grow tired of your windows, be they 
ever so expensively exclusive or beautiful, just as 
you tire of them. Give them a change at moderate 
expense. It will surely pay. 


AN ASSURED SUCCESS FROM THE START 


From the time we exhibited these backgrounds at 
the Ohio Convention they have proven a big hit. 
Three of the best stores in Cincinnati have just in- 
stalled them—Kline’s, The Jenney Shop, and LaMode. 

PLASTIK-ART BACKGROUNDS have panels of 
double-thick Compo board, finished to represent 


stone, brick work or scenery. The columns, arches 
and balustrades are wood, while the capitals, car- 
touches and other ornaments are of fiber-compo in 
gold and delicate tints. 

A style exactly suited to the season or your pecul- 
iar needs can be created by our Art Department. 


BE THE FIRST IN YOUR LOCALITY TO INSTALL A BACKGROUND 


Send measurements of your windows or a floor 
plan. Tell us something of the nature of your ideas 
on the subject. 





COMPO 


Plaques 
Panels 
Pedestals 
Lamps 
Candlesticks 
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THE NATIONAL 
PLASTIC RELIEF CO. — [t&: 


DIVISION OF NEWMAN MANUFACTURING CO. Vases 
416 ELM STREET, CINCINNATI, OHIO 


We will prepare a sketch and an estimate of the 
cost for your consideration. THERE’S NO OBLI- 
GATION INVOLVED. 
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Fountains 
Benches 


Flower Boxes 
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Two Interesting Letters 


Mr. H. C. Menefee, 

Manager The Display World, 
1209 Sycamore St., 

Cincinnati Ohio. 


Dear Mr. Menefee: 

I have been “going to” write you many times, but 
have geen getting so many inquiries from our ad in 
the “DISPLAY WORLD,” that along with our other 
duties, I have never before had the real opportunity. 

I want to tell you very frankly that we are get- 
ting from five to nine inquiries a day as a result of 
the page space we are using, every one apparently 
showing keen interest. 

If you can imagine what a pleasure it is to look 
through each mail and see these little blue corner 
cards from our ad, you will know that it is a genuine 
pleasure for me to o. k. bills for this space. 

Your schedule announcing the general program 
for each issue is fine, and I hold this as one reason 
why we can get such good returns from your paper. 

Need I say any more since we are going to con- 
tinue to use The Display World in our future plans? 

Yours very truly, 
NATIONAL X-RAY REFLECTOR CO., 
(Signed) C. E. Johnson, 
Advertising Manager. 


This letter is more than an expression of an adver- 
tiser satisfied with the results that his advertising in 
The DISPLAY WORLD is bringing. It is evidence 
of the character of DISPLAY WORLD subscribers, 
which we proudly acclaim as the most discerning and 
influential in the field of mercantile display. A DIS- 
PLAY WORLD reader is a chosen reader, and adver- 
tisers are realizing this every day. The letter from Mr. 
Johnson, which, by the way, came unsolicited, substan- 
tiates this statement. 

Expressions such as that of Mr. Johnson have 
reached us in numbers. They manifest unmistakably 
the power of The DISPLAY WORLD in the field to 
which it is devoted, a power which we have acclaimed 
for it since its establishment. 

The DISPLAY WORLD is accomplishing results, 
measured in educational benefits to the men of the pro- 


fession and in returns to the advertiser. No other pub- . 


lication enjoys greater distinction than has come to it 





in the accomplishment of a program of service, a pro- 
gram designed to actively manifest its principles in the 
interest of displayman and advertiser. 

Another indication of DISPLAY WORLD merit 
is evidenced in the second letter reproduced on this 
page, wherein an eloquent testimonial is paid to the dis- 
tinctive service identifying this publication. Such ex- 
pressions are, naturally, sources of great satisfaction 
and pride, and it is to continue to merit such confidence 
and support that the energy of the publishers will be 
exercised. The letter follows: 


James W. Foley, 
Editor, The Display World, 
Cincinnati Ohio. 


My dear Mr. Foley: 

The success of your fine publication prompts this 
expression of congratulation which I desire to sup- 
plement with information that reached me this morn- 
ing, and which I am sure will interest you. 

The president of our organization, Mr. 
the importance and accomplishments of whom you 
have knowledge, since he has built one of the greatest 
retail institutions of the world, and who invariably 
is consulted on governmental questions involving 
merchandising, a faithful reader and supporter of 
all mercantile publications, in an address before 
members of our store’s continuation school recom- 
mended The DISPLAY WORLD for all in any way 
interested in mercantile display. He said he con- 
sidered it the finest medium of its kind ever at the 
disposal of those interested in display advertising. 

This endorsement from a merchandise captain 
is indeed an eloquent tribute to DISPLAY WORLD 
service. 

I would ask you to refrain from giving publica- 
tion to our president’s name since it would conflict 
with our rigid store policy. You are, however at 
liberty to use the additional content of this letter. 

H. D. R. 
Display Manager. 


Our program of service will be constantly expanded 
and broadened, and new features introduced that will 
further assist in the accomplishment of the general ac- 
ceptance of the display idea and a maximum practice 
of mercantile decoration. 


THE DISPLAY WORLD 
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HE service of the hardware store supplies a popular demand. 
People look to it for certain special articles that it is not possible 
for them to purchase at any other place. 

Surely their path leads into your store, and as they stop at your 
windows and see the great extent of supplies and useful things you 
have for them they are reminded to buy more and come often—for your 
store always extends to them a cordial service, the quickest way. 

Such is the power of window display, and your merchandise is cer- 
tain to be attractively presented (which brings people into your store) 
when it is placed on Period Design fixtures. 

The fixtures are practical for they help and save your time in the 
arrangement of the windows that must always merchandise your goods. 


Hugh Lyons & Comp pany 


tec MICHIGAN 
SALES OFFICES 


ed YORK CHICAGO BOSTON BALTIMORB 
- 32nd St. 217 W. Jackson Bivd. 52 Chauncey St. 1N. Eutaw St. 


Queen Anne 
Period for 
this display 
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Display Dominant Factor in Selling 


The successful retail merchant of today values his display windows as 
most important adjunct in sales creation 


By FRED PRATT 
President Tesdall-Pratt Co., Joliet,, Ill. 





It had its 







PASS LISPLAY advertising is not new. 





a A beginning, we might’ say, when history began, 
eos YF since authentic historians, supported by old 


carvings, stones and paintings, allude to the market 
places where foods were sold or,exchanged for trin- 
kets of one character or another. These market places 


existed before printing was known or advertising by 


the printed word conceived. Yet, 


product is for sale. Visualization, tremendously pow- 
erful in sales creation, is here present in a degree im- 
possible of attainment in any other form of advertis- 
ing. And who can question the power of that adver- 
tising that presents the actual object while you are at 

the merchant’s door? 
Display advertising, presenting the merchandise 
through the medium of the show 





in those olden times display ad- 
vertising was practiced, and it is 
only in the application of prin- 
ciples that it differs today. The 
fundamental, the foundation, has 
not changed, and the merchants 
of history displayed their prod- 
ucts on the street or in little wall 
dugouts for the same purpose 


that we today show them in per- - 


fectly designed and arranged 
show windows. 

I doubt seriously the ability of 
a retail merchant in these days 
of keen business competition 


Few retail stores evidence more 
progressiveness, more prosperity 
than do the stores of Tesdall-Pratt 
Co., Joliet, Illinois, and what may be 
termed the reason for the success of 
these stores is evidenced in this arti- 
cle by Mr. Pratt. There can be no 
question concerning his appreciation 
of display as an instrument of ines- 
timable value in sales-making. His 
formula for the ideal in advertising 
is indeed worthy of general accep- 
tance. An appreciation of the value 
of quality fixtures and decorations. 


windows—and it is to be assumed 
that this merchandise is perfectly 
displayed—provides the mer- 
chant with his best instrument of 
sales, and it is difficult to con- 
ceive of any other form better 
equipped to accomplish the suc- 
cessive steps in salesmaking than 
the show window. No other 
form, I am confident, can more 
readily gain the attention of 
those you want to reach than the 
attractive display ; the display has 
the advantage in the second stage 
in that it presents the actual ob- 


when service seems to be the dominant factor in trade 
to succeed materially in business without the inesti- 
mable assistance of window display. By this I mean 
that the successful retail business enterprise of today 
depends largely on the sales value of his show win- 
dows, and in proof of this assertion one has but to 
survey the stores of any progressive city, where the 
leading stores will be’those where window displays are 
outstanding in beauty and correct interpretation of 
service. | 

All advertising, providing it be appropriate and 
judicial advertising, is beneficial regardless of the field 
we consider, and while each specific form has it sup- 
porters, it is difficult to conceive of any form more 
forceful, more resultful, than that advertising that 
shows the product in fitting environment right when 
the shopper is but a few feet from the place where the 







ject in all its beauty and practical elements, something 
impossible of accomplishment in newspaper, circular, 
directory or other forms. It has a decided advantage 
in the power to create a desire to possess and the will 
to have, for the reason that the product is seen and 
may be examined right while the interested party is 
on the spot. 

Powerful as the window display unquestionably is, 
I am quite sure that this efficiency is determined by 
other influences, and do not hesitate to say that win- 
dow advertising will not and can not function to its 
capacity without serious consideration of these influ- 
ences. For example, poorly arranged displays with 


clashing color combinations are rarely ever sales pro- 
ducers, and in indicating the position and power of 
window display one must always be guided in his judg- 
ment by the character of the display he is judging. 
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Excellent Clothing Display in Unit Trims by E. H. Leaker, for The Hub, Chicago 


In my opinion the perfect window display is that 
display incorporating the perfect adaptation of correct 
balance, proper proportion, perfect color harmony and 
simplicity of arrangement, which includes a reasonable 
amount of merchandise not relegated to a secondary 
position through the over-use of decorative embellish- 
ments. The window display of the greatest efficiency, 
I would consider, the above display supported by news- 
papers and whatever direct advertising the store may 
see fit to prepare. The ideal advertising program will 
insist on liberal consideration of displays, newspaper 
and direct mail, with insistence that this program be 
designed so that the three forms or media may work 
as one in the accomplishment of a given task. Just as 
newspaper advertising, without the support of window 
displays, would fail to bring the best results, so also 
does the window dispiay need the support of the news- 
paper if it is to function in maximum efficiency. 

In our store we co-operate intimately with our dis- 
play manager, and while we respect and honor his judg- 
ment in all things associated with mercantile display, 


we do find it advisable to frequently call conferences 
at which department heads, buyers and display mana- 
ger discuss display programs, special sales, new mer- 
chandise, etc. Frequently through these meetings val- 
uable suggestions are introduced which are immediately 
accepted by the display manager and incorporated in 
his window plans to the profit of the store. 

We believe in quality displays which also include 
quality display embellishment. While opposed to a 
dominance of decorative embellishments, our policy 
sanctions the employment of a liberal and reasonable 
amount of such material, but insist that it must be of 
that character coinciding with the general quality of 
our merchandise and in accord with our designated 
policies of window decoration. Artificial flowers, fab- 
ric screens and panels, special furniture pieces, are 
frequently employed in conjunction with our displays. 

As important as the display plan itself is the neces- 
sity of appropriate and efficient window and store 
equipment since these items are today prime essentials 
in the service of every progressive store. 
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ROY RESIGNS POST AT 
PAQUET’S, QUEBEC 


J. H. Roy, one of the most widely known display man- 
agers of Canada, and who has directed the diplay depart- 
ment of The Paquet Company, Quebec, for more than 
twenty years, has resigned. Mr. Roy is at present enjoy- 
ing a deserved respite from the arduous task of department 
direction and has made no plans for the immediate future. 





H. L. Bowden, merchandise broker of Atlanta, Ga., has 
obtained'a lease on a series of display windows in which 
he will display regularly the products of fifteen nationally 
known manufacturers. 


DISPLAY SHOWS MANUFACTURER OF 
‘ARMSTRONG LINOLEUMS 


An interesting and instructive display was recently ar- 
ranged in on of the windows of the H. S. Roth Furniture 
Company, Shippensburg, Pa. It depicted the manufacture 
of Armstrong linoleums, showing the process from the 
picking of hemp in India to the finished product. Large 
rolls of the product served as a background for the display. 





Sterling, Colo., is conducting a window display contest 
in junction with the observance of Colorado Products 
Week. Practically every merchant of the city have entered 
displays. Prizes will be awarded to the best windows. 
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Principles in Hardware Displays 


Fundamentals governing perfect displays in department store de- 
manded in correct showings of hardware products— 
The evolution of the hardware window 





RE the same principles governing the window 
teem display of a department or ready-to-wear 
pS store applied in the execution of the perfect 
hardware display? This is a common question, made 
so because of the great variance in items to be displayed 
in the different stores. Yet, the fundamentals govern- 
ing the perfection of one window govern also the cor- 
rect treatment of the other. Just as the elementary 
principles are equally adaptable, so also is the method 
of display functioning. The same laws that demand 
attention to perspective, compo- 
sition, balance and color in the 
high grade specialty display op- 
erate with equal force when the 





plishment of an effective hard- 
ware display. 

Today the hardware store 
has come to be recognized not 
as a man’s store exclusively but 
as a store where women contrib- 
ute in great degree to the store’s 
sales volume, and to this fact 


display advancement must be 
attributed. 

Women are attracted by things artistic, and by this 
we do not mean elaborate or pretentious or spectacular. 
They are drawn to that which is harmonious, pleasing 
and simple, and if these elements are analyzed we will 
find that she appreciates appropriate selection and har- 
mony of color, symetry of composition and simplicity 
of treatment. The elaborate decorative scheme in the 
hardware window will have about as much effect on 
the average woman shopper as would a lacey back- 
ground in a men’s store have on the busy and sensible 
man shopper. 

Nowhere, perhaps, is the danger of over-decoration 
greater than in the hardware store, since compara- 
tively few stores of this character maintain the ser- 
vices of a displayman. This condition usually forces 
the display work on a clerk or the boss who, usually, 
has no appreciable conception of display principles or 
color harmonies, and as is quite generally the case 
under like conditions, there is a great likelihood of too 
much ornamentation evidenced by the unskilled judg- 
ment of the one making the display. 

The perfect hardware window will evidence rigid 
adherence to all the rules governing display, and there 
is much less danger in too jittle embellishment than 
there is in too liberal application of it. Sensing the 


The hardware store of today is © 
quite different in appearance and 
service than it was a few years ago, 
and the progress that has resulted 
in striking window displays and un- 
usual store service has been due to 
the appreciation of the power of dis- 
play as a sales creator and prestige 
builder. Displays of character more 
than any other factor have been in- 
strumental in the present day ac- 
ceptance of the hardware store as a 
store for women as well as men. 


possibilities of hardware displays while at the same 
time noting the need of display assistance, certain man- 
ufacturers planned and introduced display essentials 
that have eliminated practically all the display worries 
from the hardware man. The additional co-operation 
as manifested in manufacturers’ dealer helps has just 
about solved the problem. That is—these things have 
tended to make possible hardware displays far superior 
to those of a few years ago. 

Display helps are finding ready acceptance in the 
hardware field, and the recent 
investigation of this field dis- 
closed the fact that 75 percent of 
the hardware men designated 
window display as the best form 
of advertising. This expression 
must have been based on some 
indisputable facts concerning dis- 
play—its power in sales-making, 
and some little idea of these facts 
may be gathered from the fol- 
lowing experiences. 

A hardware merchant in a 
Massachusets town of 15,000 
did business in that town for 
twenty years, and had two com- 
petitors, but his business seemed neither to increase nor 
decrease as years went by. Three years ago he tore out 
side brick wall and installed 100 feet of modern dis- 
play windows. Today that merchant owns a four- 
store building housing one of the most successful hard- 
ware businesses in central Massachusetts, and this in 
spite of the fact that there are now eight hardware 
dealers in the town. This dealer is unhesitating in his 
assertion that display did it. 


Another dealer in hardware carrying a well known 
battery, complained to the battery manufacturers that 
their product did not sell, that in three months only 
four batteries were sold. The complaint received im- 
mediate attention and some real selling advice was sub- 
mitted to that merchant with suggestions for appro- 
priate display of the batteries. Display material was 
delivered and district representative of the battery 
manufacturer installed a window display for the dealer. 
In two weeks’ time, while the first display was in the 
window, forty-two batteries were sold. 


The names Diston, Simonds and Winchester are as 
well known as Kellogg, Fairbanks, and Hart, Schaffner 
and Marx, and have become so mainly because of the 
distinctive material which has appeared in conjunction 
with displays featuring their products. 
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Evolution of the Hardware Window 


Dealers in hardware products keen supporters of display as most 
effective means of selling—An investigation 
of dealer advertising preference 


HERE would, perhaps, be some hesitancy in 
(e\5 the reply to a question, “What store depends 
I! @) | most on window display for sales?’ but on 
consideration of the query it is almost certain that 
those in a position to answer would say the hardware 
store. We do know that the hardware merchant of 
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recall the most ludicrous display we had ever seen, it is 
diamonds against bent horseshoe nails that we would 
have come vividly to mind something we saw in a 
hardware store window. From stores originally op- 
crated to serve the needs of men, particularly farmers 
and tradesmen, the hardware store has progressed by 


today appreciates the value of 
window display as a power in 
selling to a greater degree than 
merchants in other lines, a fact 
verified by an investigation which 
had the personal attention of 
some ten thousand merchants. 
Seventy-five percent of the hard- 
ware merchants reached valued 
window display as the most ef- 
fective selling force, and a like 
percentage expressed their pref- 
erence for display over all other 
forms of advertising. 

These are interesting facts 
from which we may study the 


conditions and elements that make hardware sales best 
accomplished through the medium of the show window. 

Perhaps there is no more forceful example of the 
evolution of display than that to be afforded through 
a consideration of merchandising devoted to hardware 
lines. Perhaps, if any one of us were to attempt to 


In conjunction with this article 
two displays are illustrated, clearly 
showing the modern adaption of dis- 
play tendencies in the hardware 
window. Particular attention is di- 


‘rected to the H. H. Cowan display 


which is a fine example of what can 
be accomplished in hardware dis- 
plays when appropriately selected 
fixtures are employed. Special fix- 
tures are manufactured for hard- 
ware products and dealers will profit 
in the maintenance of an adequate 
selection of these essentials. 


leaps and bounds until today the 
selling program of the most pro- 
gressive hardware stores is di- 
rected to housewife. In this the 
hardware store of today is quite 
different than a few years ago, 
and since it was found possible 
to bring the women into the 
hardware store every means is 
being offered to have it accepted 
as a women’s store—and out- 
standing successes in the hard- 
ware field unhesitatingly attribute 
their success to the women’s pur- 
chases and the psychological ef- 
fect such purchases have on the 


male members of the household. In the endeavor to 
create further feminine interest, hardware dealers are 
devoting most attention to display, and what method 
could be better chosen, since it was display that first 
induced her to shop at the hardware store. Today 
the progressive hardware store serves hundreds and 





Display by J. L. J. Hipps for Grote-Rankin, Seattle, Wash., Illustrating Present-Day Method of Display 
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thousands of women customers—quite a contrast from 
conditions of yesterday, when women were indeed 
strangers who invariably baffled the crude sales meth- 
ods of those days. 

One window used to house a conglomerate mass of 
indefinite things which included, according to the clerk, 
a mowing machine, one spike cultivator, plows, pitch- 
forks, milk pails, chicken wire by the rolls, rakes, hoes, 
shovels, barbed wire, wrenches, carpenter tools fur- 
naces and furnace appliances, keg after keg of nails, 
and invariably a large ornamental oak case filled with 
vegetable and flower seeds. There are unquestionably 
many items omitted from this typical display of older 
days, but enough have been mentioned to recall to 
mind a rather accurate picture of that hardware win- 
dow with which we were familiar in the days spent 
in our old home town. 

What a development the years have wrought, when 
we picture the same old window presenting today a 
striking background treatment of deep red plush as a 
setting for a single range, or an appropriately decorated 
series of screens forming the atmosphere for ten or 
twelve nickeled percolators. The display principles 
totally violated in the olden display are today rigidly 
observed and eloquently applied. 

The results obtained from this method of window 
selling have formed powerful evidence of its practica- 
bility and profit, and that method or policy that creates 
sales and makes ardent supporters for the store is the 
best one to employ. The appreciation of display merit 
answers the query why 75 percent of the hardware 
merchants value window display as the best form of 
store advertising. 

The principle or theory that merchandise well dis- 
Played is half sold, applies to the hardware stores with 
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How Appropriate Fixtures Provides Selling Quality. Display by H. H. Cowan, Grand Rapids, Mich. 


equal if not greater force than it applies to a depart- 
ment store or exclusive specialty shop. It is not difficult 
to appreciate the relative display merits of merchandise 
carefully selected and arranged midst appropriate set- 
tings supported by effective and harmonious color 
schemes. The appeal of a product is not always pres- 
ent, but can be made so through its appropriate presen- 
tation. 

Let it be asked what woman would not be attracted, 
interested in the range display illustrated here? This 
display, arranged by J. L. J. Hipps for the Grote- 
Rankin Company, Seattle, Wash., is an excellent ex- 
ple of the present day adaptation of display principles 
in the hardware window. Again, who can escape the 
attention-getting value of Mr. Cowan’s display, and 
what woman can view this without being impressed— 
and most likely, interested—and it is this interest that 
prompts the desire to possess and the quickly following 
will to have. In the illustration presented, display 
principles are observed, and through their application 
attractive, interest-getting, sales-producing showings 
result. 





The truth-in-fabric bill, introduced in last session of 
Kansas senate was killed by the committee on State and 
Federal affairs. Merchants and legislators felt that en- 
forcement of the provisions of the bill would be impossible. 





Frederick Quekemeyer has resigned as display manager 
for Carr’s Drug Store, Yazoo, Miss., to accept a similar 
post with the Turner,.Sevier Drug Company, Jackson, 
Miss. 





B. R. Austin and William Mulliken, have received much 
favorable newspaper comment on a hair net display, re- 
cently arranged for the Duckwall Chain Stores, McPherson, 
Kansas. 
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How Manufacturer Assists Dealers 


Winchester Repeating Arms Company issues display suggestions and 
supplies essentials for complete window showing—Provides through 
Service Bulletin sales helps to be employed in all advertising tie-up 






Sake) HE Winchester Repeating Arms Company has 
fai a well-perfected department of service, and 
 @_} the assistance this organization is giving its 
thousands of dealers is manifesting its value in in- 
creased sales volume. | 
Outstanding as a major essential of this service is 
that department devoted to the creation and distribu- 
tion of dealer service helps, a department operating in 
conjunction with the sales promotion division. Here 
experts in display advertising and artists are main- 
tained to design methods of display advertising that 
will assist dealers in the campaign of selling. These 
designers and display experts are in constant communi- 
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Display by Winchester Repeating Arms Co. 





cation with the sales and publicity departments, and 
thus have access to contemplated plans of publicity and 
the reports of various division and district sales man- 
agers. In this way the display service department is 
kept diligently informed concerning the needs of mer- 
chants, the various selling conditions under which each 
operates, and has a correct check on those service facil- 
ities or helps that proved successful or otherwise. 
This intimate association of departments is advis- 
able—necessary for organization functioning to the 
maximum degree of efficiency. The advantages of 
such a plan of operation cannot be denied, since hun- 
dreds of big manufacturers have established such a 
program to the distinctive benefit of manufacturer and 
dealer. While the principles upon which the depart- 
ment of display co-operation is founded are fundamen- 
tally identical, there is a vast difference in the applica- 
tion of these principles, governed by the individual 
character of the business, dealer representation and 
often definite policies concerning commodity sales. 
The service department of the Winchester Repeat- 


ing Arms Company is unique in that no other organi- 
zation does more to assist dealer sales, and few indeed 
equal the character of this sales co-operation. Play- 
ing an important part in the successful accom- 
plishment of the service department is a Sales Service 





Winchester Display by R. A. Babb Co., Eugene, Ore. 


Bulletin, issued weekly and full of live, interesting 
sales suggestions, illustrated profusely with half-tone 
plates presenting up-to-the-minute display suggestions. 
Complete window displays are illustrated, not one but 
several each week, with working diagrams of construc- 
tion comprehensively explained in detail. These sug- 
gested displays are, as previously stated, designed and 
constructed by display authorities and contain those 
elements vital to successful sales displays. 














Display by Winchester Repeating Arms Co. 


The presentations are the result of much thought 
and study in which the specific requirements of all 
Winchester dealers are considered. These displays in- 
clude a discretionate employment of company display 
helps, but never are they allowed to overshadow the 
actual showing of the merchandise to be displayed. 
These helps are artistically designed and constructed, 
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and it is the Winchester plan to have them strong in 
personal appeal. Here is where the manufacturer and 
dealer cash in on that element so forcefully applied in 
all displays made by that great artist, George A. Smith, 
and whose article on “Personal Appeal in Displays” 
was published recently in The DISPLAY WORLD. 


The Service Bulletin of the Winchester Company 
is timely always, and each week calls attention to the 
coming season, month, weeks, days, and for each out- 
lines a schedule of dealer advertising and display that, 
when followed, invariably brings big returns, and mer- 
chants or dealers who have once co-operated with the 
Winchester plan may be expected without exception 
to continue the company’s plan. Its value has been de- 
termined in the form of added sales with resultant 
profits. 

Bulletin Boosts Display as Sales Factor 


Illustrating more comprehensively the character of 
Winchester service and to evidence the infallibility ot 
its practiced display principles, the following excerpt 
from a recent Service Bulletin is reprinted here: 


“Without doubt, the most successful sales in the 
retail hardware business are those which receive the 
greatest possible emphasis from all branches of the 
store’s advertising. This means that not only must the 
window present an attractive display, the newspaper 
repeat the story in an interesting way, but also the in- 
terior of the store must continue to emphasize the same 
thing. This is the plan that is consistently followed by 
the druggist, the department store and, in fact, all lead- 
ing merchandisers of the country. 

“Winchester cutlery is especially easy to display 
about the interior of the store. Attractive displays can 
be made in the showcases of your cutlery department 
and also in other parts of the store. It can easily be 
sampled on small wall board panels, with small re- 
minder show cards and distributed in judicious loca- 
tions. 
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“Fruit of the Loom” Display by Elmer H. Heileman for McAlpin’s, Cincinnati, Ohio 
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“In addition to the regular Winchester Kitchen 
Sets, you will probably want to feature groups of cut- 
lery items that you can make up and sell in sets. 

“In order to get women into your store this week, 
you could offer a sharpening service to them. A coupon 
could be used in the advertisement which entitles any 
woman to have one or two kitchen knives sharpened 
free this week providing she brings them to the store 
herself. A small motor-driven emery wheel is all the 
equipment you will need to handle a service such as 
suggested. 


Domestic Science Classes Interested 


“Tf there are domestic science classes in your local 
school you will have a splendid opportunity to intro- 
duce Winchester cutlery to the girls of your town. 
Many hardware stores make special efforts to get the 
business of the Board of Education in supplying their 
requirements for utensils in domestic science «work. 
Even if the business must be obtained at a very close 
margin, it is beneficial in the opportunity which it pre- 
sents for advertising your store. Some dealers present 
each student with a free Winchester paring knife. 

“In many towns where there is no domestic science 
class in the school, there is an active Woman’s Club. 
If a girl’s auxiliary to this club can be promoted with 
the. object of educating girls along domestic science 
lines, an opportunity may be obtained here for featur- 
ing Winchester cutlery and other household equipment. 
In some towns where this has been done the equipment 
of the club room of the girls’ auxiliary has been sup- 
plied by the local Winchester dealer.” 


The above constitutes but a small portion of the 
quantity of valuable sales hints incorporated in each 
Service Bulletin, but from it one has little difficulty in 
appraising the value of such co-operation. Half-tone 
illustrations presented here suggest a few of the many 
uses of Winchester display helps which are being regu- 
larly employed by thousands of dealers to the mutual 
benefit of manufacturer and dealer, and indicate the 
character of Winchester display material. 
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sOTOGRAVURE SUPPLEMENT The Detroit Free Press SUNDAY, DECEMBER 24, 1922 





George Harold Messmore. “ 


Josepn Damon. 








A Peep Into a Toyshop 
Thousands of Detroiters have marveled over the big 
elephant curling his trunk above the tanbark and the 
funny-faced clown who keeps him company, the grin- 
ning clown heads that annually, at Christmas time 
welcome explorers of certain toy departments and the 
lifelike animals that inhabit another store. 


A herd of elephants on their way to the steel drying room where 
for 12 hours they are subjected to frum 180 to 200 degrees of heat. 


Every child may enjoy these gigantic toys, little guess- 
ing that they are a triumph of papier-mache and 
electricity. Motors designed to run at certain speeds 
and to fit im certain spaces animate the movable 
sections, which go through a long process before » 
they are ready for finial inspection. 4 


G. H. Messmore, a native Detroiter who has divided 
his life between various phases of the amusement 
business and papier-mache work, and Joseph Damon, 
artist and sculptor, are responsible tor these toys. 
Both men enjoy designing amusing figures and 
animals in their New York studio. 


















Papier-mache, hair cloth and Angora | 
goat-skin—doesn’t he look natural? | 
Cleth and fur are put on white and 
dyed with an air-brush. This same 
dignified creature can be made tu 
move eyes, ears, tail and neck. 








Velvet is used to cover the elephant’s 
movable trunk because it takes large folds 
and does not become stiffened when 
painted to match the body. The cars of 
leatheroid fiop naturally. 


At the right is shown a portion of the 
ee : tlephant as he looks when .“finished.” 
Who can resist a clown? In this corner of the workshop the funny men are given the finishing 
touches of facial decoration before their white shoes and baggy costumes are put on. 
clowns, while revolving on barrels, move.arms and legs up and down and shake their beads sidewise. 


ink ablens Sata 


After the design is made the sculptor 
models the figure in clay. Then the 
meta) casts must be taken—from 25 
to 50 are necessary—and the caster 
makes a plaster mold or die, which is 
negative. Finally it is reproduced in 
papier-mache. These little elves are 
pert of a toy review shown at a New 
= York department store. 





a : Last year a Detroit’ store aspiayed one of these seals which seems to 
7 its nose Here is the secret: the stick through the center of the cube revolves while the head 
Filling in the molds with. papier-mache. moves in a circle, Experienced hanics and icians are employed in this “toyshop” 








This cut is taken from the rotogravure section of the Detroit Free Press, Sunday, Dec. 
24, 1922. They saw our mechanical displays and it made such a hit they gave us a write- 
up. We are now taking orders for mechanical Christmas decorations, giving the exclu- 
sive on all big displays, so place your orders at once and get your choice. 


WRITE FOR PAMPHLET 


MESSMORE & DAMON, Inc., 404-410 W. 27th St., New York 
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Display Power in Sales Making 


Ontario merchants hear J. D. Williams deliver most convincing 
address on the value of display as a factor in selling—Chicago artist's 
talk called greatest tribute ever paid to power of display 


LJ] HILE the subject of this address or talk is sup- 
iy. posed to be on the value of window display, it 
Is would not be altogether fitting, or right, if I 
launched into the specific subject without sayng a few 
words about that whch is back of window display, that 
which is the purpose and the reason for window display 





—the basis for window display. 
So let us consider the Retail Merchant and Retail 


public will not buy from him again. If the retailer in- 
vests his capital in merchandise that the public do not 
like or will not buy for any reason, he sustains a loss. 
Personally, I have the most profound sympathy for 
retail merchants, because I don’t believe there is another 
group in the economic chain of trade who have a harder 
time keeping their seat in the saddle. They are harassed 
by almost every known kind of a pest. Taxes, special 


Merchandising as the immediate 
background of window display. 
And also who is and what is the 
retail merchant? Let us find 
him, 

In the first place, business as a 
whole is divided into two chief 
parts—production and consump- 
tion. Production, on the one 
hand, is composed of the indus- 
tries devoted to the growing and 
gathering of raw materials; also 
the manufacturers who convert 
this raw material into finished 
products suitable for consumer 
use. After the products have 
been converted into usable forms, 


J. D. Williams, for years recog- 
nized as a master in the display pro- 
fession, gained his knowledge and 
skill in the school of experience, 
which included a diligent study of 
what he is wont to term the back- 
ground of display—merchandising. 
His recent address to the Ontario 
Merchant’s Association, printed 
here, is a master treatise of his sub- 
ject. It will pay every merchant 
and displayman to read it. Mr. 
Williams is without a peer as a 
writer on display subjects and he is 
a regular contributor to The Dis- 
play World. Read his articles. 


taxes, assessments, donations, 
specialty salesmen, advertising 
salesmen, under-buying and over- 
buying, good buying and bad 
buying, shipments, unimportant 
goods which always arrive ahead 
of time while those in popular 
demand are always late, shipped 
in installments and the most im- 
portant sizes always on _ back 
order. They have their share of 
internal troubles, too, trying to 
effect a homogeneous and har- 
monious working force. They 
have other troubles not here men- 
tioned, and when they have things 
straightened out for a spell, some- 


there still remains the problem 

of marketing or distributing them to the uttermost 
parts of the country—getting them to the consumer 
and getting the consumer to buy them and use them. 
And this is where the retail merchant comes into the 
economic scheme of things. 

The manufacturer has several means of effecting 
distribution of his products, chiefly the jobber, the 
traveling salesman, advertising and the retail merchant. 
The retail merchant, of course, is the biggest factor and 
the most important—and you might say that he is the 
only ultimate factor in the distribution of merchatidise 
on which the producer has to rely. The retailer is the 
last and the biggest element, in that the bulk of all pro- 
duction is finally distributed to the consumer through 
the retailer’s store. His store is located on the spot 
where the consumer is, and he is the final point of con- 
tact between the manufacturer of the product and 
the consumer. 


The retailer is the representative of production to 
the consumer on the one hand, and he is also the repre- 
sentative of consumers to the producer on the other. 
He has to know what the public in his locality will want, 
like, buy, pay for, and come back for. He has to virtu- 
ally guarantee to his public those products of manufac- 
turers whom he represents, for if they are not right the 


body up and calls the whole 
bunch of ’em “profiteers.” And they are not profiteers, 
for the very simple reason that they cannot be—there 
are too many of them! Wherever one has tried to be a 
profiteer, by virtue of the fact that he was without 
competition, he always wakes up some fine morning to 
find a competitor next door who is willing to be reason- 
able and sell for less for half of his trade. This invari- 
ably brings such would-be profiteers to time and 
quickly. 

Every store that endures must sell merchandise and 
service in such a way that it produces satisfaction and 
profit three ways, namely: (1) patrons, (2) employees, 
(3) the store itself. The patrons must be satisfied with 
the merchandise, service and the value received for 
their money, or they will not come back again. The 
employees must be satisfied or they will not work in a 
profitable way for the store, will not give the right kind 
of service to the store’s patrons—in either case pro- 
ducing a situation which will effect the store’s success- 
ful operation. The store itself will profit if the other 
two elements are satisfied and working harmoniously. 
The store, therefore, must consider whatever selfish 
end it has in view through the practice of unselfishness 
toward these two preceding elements of its existence 
and operation. 
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You may be surprised that I have so much to say 
about merchants and merchandising in a talk deyoted 
to the value of window display. Well, to make the 
matter perfectly plain, my personal experience of 
seventeen years as a window display man has demon- 
strated to me that I never really amounted to much as 
a display man until after I began to study and under- 
stand the real object, the problems, the faults and vir- 
tues, successes and failures and the satisfactions of 
merchandising. 

I began to get the thrills out of my work when I 
understood enough of merchandising to make my par- 
ticular art do some practical tricks in sales and tnrn- 
over of merchandise. And, gentlemen, neither will you 
become the real live merchants that it is possible for 
you to be, nor will you realize the fullest possibilities. of 
merchandising, until you have given some serious study 
and at least understand the immense value to your busi- 
ness that lies more or less dormant in your window 
displays. 

The Greatest Force in Distribution 


What is window display? Considering the subject 
in the broadest economic light, it is one of the great 
forces of distribution and marketing of merchandise ; 
it is one of the mediums of advertising which has no 
waste circulation. 

The window display has a 10 percent circulation 
value as against 5 percent circulation value of the news- 
paper ad, because it is an ad or a display of the actual 
merchandise right on the spot where the merchandise is 
for sale, thus cutting out entirely the element of time 
between interest that has been aroused to the point of 
decision to buy and the place and the dealer where the 
article can be purchased. 

Please understand that I am not stating that news- 
paper advertising does not pay, for it does when used 
rightly. I am simply comparing the best medium that 
any retailer has with the next best, that the two used 
together are still better, and further calling attention to 
the pertinent fact that the merchants who do use news- 
paper advertising use their windows better than those 
who use the windows only. 


Most stores that are using other means of advertis- 
ing than the windows have-built up a good business 
through the right and intensive use of the windows 
first. They had to build up with the windows first be- 
fore they could afford to use other means of advertis- 
ing. And they depend on the window as their most 
important sales medium in any campaign. When things 
get tight the windows are the one means that they use 
most, the only medium that cannot be discontinued. 

Let me ask you a question: “If you were confronteu 
with the necesity of having to discontinue the use of 
one or the other of your best advertising mediums, the 
windows for one and any other one you may choose 
for the other, which one would vou feel most necessary 
to keep?” 


If the windows weren’t the most important, in fact, 
you would not pay the rent that you pay for a ground 
floor location. You could move up on the: top floor and 
use some other means of getting people into your store. 
The windows are the determining factor in the rent that 
you pay—and they can be made to pay your rent! But 
they will have to be managed rightly to do it—they 
won't do it just because they are windows and because 
they are on the good side of the street. 


What the Windows Can Do for You 


They can and will do wonders for your store if you 
will equip and use them properly. They will show re- 
turns in direct ratio to the careful attention that you 
accord them. The actual results will be limited only by 
the relative size of your market and the degree of 
ability, intensity and good judgment you show in mak- 
ing use of them. Of course, the size of your store, the 
window space, the size and nature of your stock will 
count; but the unit of value per front foot, per one 
hundred passersby, per one hundred dollars of invest- 
ment, will hold true in the final average. 


How can this be accomplished? First, by having 
your windows right—right in location ; right in propor- 
tions of height, depth and length; right kind of back- 
grounds; right kind of fixtures and plenty of them; 
right kind of a policy in using them—that is to say, 
having a definite idea of what particular effect or ends 
you want the windows to produce and planning the 
year’s displays along the line of that idea. 


Some stores use their windows entirely as a means 
of producing “direct sales,” others use them for general 
“advertising purposes” (displays that are designed to 
attract attention and create favorable opinion, without) ; 
apparently trying to induce immediate sales therefrom; 
but the great majority seek to follow a general policy 
in between these two extremes of making their win- 
dows attractive enough to give out a good impression 
of the store and produce more or less direct sales at 
the same time. 


Someone once said : “Plan your work and then work 
the plan!” And that thought is especially applicable 
to window display work. Planning is essential, for 
“hap-hazard” handling of any important work inevita- 
bly means “bungled results.” Plan the windows in a 
yearly program; subdivide this into seasonal, monthly 
and weekly programs. While it will be necesary occa- 
sionally to alter your general plans to fit local or 
changed conditions,this can be done without inter- 
ference with the balance of the year’s plan. 

One is always at sea when the window department 
is operated on the hap-hazard, hit-or-miss basis, and 
quite naturally so, because such method will produce 
the same kind of consequences. The value of the 
planned window displays will be noticeable at once, and 
if records are kept, as they most certainly should be, the 
first year’s results should reveal some surprisingly sat- 
isfactory data, 
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Perhaps the most vital factor in securing attraction 
to window displays is color. Striking colors attract the 
eye and pleasing color harmonies please and impress the 
individual. Take, for instance, a store with a series of 
twelve display windows in a row. Eleven of these win- 
dows trimmed in the average way, while one is of a 
predominating single color display. People will see the 
color display from across the street, no matter at what 
point in the twelve windows it may be placed. They 
will be attracted to it because it is unusual. It will hold 
their attention, arouse interest and make them walk 
across the street to examine it closer, and perhaps make 
them walk in the store and buy. At least they will re- 
member it and talk about it. 

Years of experience and countless single instances 
have convinced me that unit displays are the best for 
the average store, and particularly for men’s furnish- 
ing and clothing stores. Unit displays are founded on 
the principle of doing one thing at a time and doing 
that thing well. One can take a twelve-foot window 
and divide it into three units and show three different 
lines of goods effectively. One can show short lines 
and merchandise small stocks better and faster; they 
attract quickly ; they sell definitely ; they make it pos- 
sible to keep the windows always looking different with 
the same general line of merchandise, also making it 
easy to direct sales to any given portion of the stock 
that needs moving. 

One can buy and merchandise better and more thor- 
oughly if the windows are conducted on this plan. One 
line of shirts or ties displayed by itself, with a card call- 
ing specific attention to the price and quality, makes it 
easy for the customer to decide whether or not he wants 
to buy, and makes selection easy if he does want to buy. 


Unit displays help to make quick turn-over. I 
happen to know of a hat shop in Chicago that has two 
small windows. In one window is placed a more or 
less general display of high-grade hats; in the other is 
invariably noticed a window of one line of hats at a 
single price. The hat may be in three colors, two colors 
or one color, but it will have a name, and the window 
card will feature its name, its style points and the price. 
This window display usually disposes of that line of 
hats during the week. And this merchant discounts his 
bill for that line of hats with the money that those hats 
brought in. 

The usual window trim, jumbled with a little of 
everything in the store, does not attract because it is 
confusing ; it always looks the same for the reason that 
the same general principle is used every week. Such 
displays will never get more than a small share of the 
business that is possible for the same window to draw 
if it were handled differently. If yi would get the 
greatest possible good out of your windows, put less 
goods in them,. Put more brains in them. Plan the 
displays and work the plan. Know how to begin, what 
you are going to do, and when to stop. me 
The man whose duty it is to handle the store win- 
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dows is an important individual in the store. He is 
important in the sense that he is in a very responsible 
position in the store’s merchandising plans. I know 
that there are some who are neither important nor re~ 
sponsible who nevertheless hold this position. When 
such is the case the windows suffer and the store suffers 
the loss of business that a responsible and a capable man 
in that position would bring. And the responsibility 
for such a condition rests upon the merchant who will 
keep an irresponsible or incapable man in an important 
and responsible position for the sake of the few dollar 
difference that he would have to pay for ability. 


Many displaymen start in without any previous 
knowledge or training in display work or business. 
They start to work without the slightest understanding 
of the purpose of display or of business, and therefore 
entirely ignorant of the principles and laws that govern 
business—laws which, if followed correctly, will make 
a business, and when ignored, or followed incorrectly, 
will break a business. 

Here is one of the few professions where you 
undertake the practice without having studied the the- 
ory of it. Did you ever hear of a leader of an orchestra 
placing an inexperienced musical student in to play 


first violin, believing that he would learn by playing? 


But many merchants call some clerk to one side and 
turn him loose on the windows, letting him learn by 
doing when he has no idea of how to do the work right. 
And the result of this “saving” is that the merchant 
loses enough in dollars to have hired a proficient man 
and to have paid the clerk’s tuition through a univer- 
sity course. 

I know something of the mistakes a man can make 
for the store by not knowing what to do—by having to 
learn his art and then learn the purpose of it—because 
I received my training in that way. And I can better 
realize the immense loses that merchants are uncon- 
sciously making by such urisound practice. 


Get interested in your windows—interested to the 
point of knowing why they are your most vital adver- 
tising and selling agency. Whether you look after 
them yourself or have some one to do it for you—know 
enough about window display to know when they are 
right and when they are not right—and why. 

If you are too busy with other matters, then get 
someone in charge of them who knows these things 
and make him responsible for the windows; charge 
him to produce results, and you certainly will know 
results when you see them—for results mean sales. 


Equip your windows properly, so that it will be 
possible for a man to get results. Spend something on 
your windows for maintenance; they require mainte- 
nance the same as any other department of the store. 
See that your man has plenty of the right kind of 
fixtures to display the different kinds of stock you 
carry; the windows can’t merchandise without fixtures 
any more than a store can without capital or a stock 
can without a full scale of sizes. 
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Do Women Believe in Signs? 


The answer to which is best given in the policy of all progressive stores 
where appropriate signs are used to serve many purposes 


By HENRY CAWTHORNE 


Authority on Store Systems, Detroit, Mich. 


FOME stores are so plastered over with signs, 
within and without, that one can hardly read 
®) | most of them because the others are so in the 
way. Yet one of the greatest stores in the world, at 
the corner of Fifth Ave. and 34th St., is so free from 
signs, that one must hunt to find even a modest price 








card. There is no name any- 


most any store’s clientele changes each year, and the 
signs enumerated are needed, as a rule, to impress the 
store’s name and location on newcomers who are not 

yet habitual customers. 
Most all selling windows need a card with four or 
five words of pertinent suggestion as to price, style, 
quality or other keynote factor. 





where on the outside of the build- 
ing; it might be a vast state or 
municipal art gallery. An enor- 
mous American flag is sometimes 
stretched athwart the main fa- 
cade ; once a magnificent exterior 
electrical display was installed ; 
nothing else in the way of out- 
side decoration has ever been 
allowed. Somewhere between 
these two extremes lies good 
practice for the typical American 
department store. 

Certain fundamentals in the 
use of signs are pretty well es- 


tablished. Signs above or beside the entrances are 
surely of value to most good stores. 
on the roof or high up on the building are good adver- 
tising for most. Each window should have a bronze 
or other signature block or panel—a lot of people see 
what they want to buy in windows and then forget 
Perhaps 25 per cent. of 


which store they were in. 





The articles of Henry Cawthorne, 
several of which have been pub- 
lished in The Display World are 
full of appeal to the one engaged 
in any phase of mercantile endeavor. 
Based on many years experience in 
the analization of store operation 
they disclose important solutions for 
many a vexing problem. In this 
article Mr. Cawthorne discusses an 
important subject in his inimitable 
way and indicates the manner in 
which signs can be best employed 
in modern merchandising methods. 


Electrical signs 





Many windows require individ- 
ual price tickets for items or 
groups of items. For openings, 
showings of extremes in style or 
price, for windows intended 
strictly to sell the store as a 
whole, to create atmosphere or 
prestige, signs may be unneces- 
sary and sometimes, perhaps, 
harmful. But in the practical, 
bread-and-butter days of mer- 
chandising for results that now 
face us, a window without a sign 
is going to pull at the public’s 
purse-strings just a little less 


powerfully than it should. Within the store, certain 
types of signs, used with due restraint, are of un- 
doubted value in speeding the flow of traffic. Each 
department will, as a rule, have a sign disclosing its 
general nature, as “Blouse Section.” These will be 
uniform throughout a whole floor and usually hang 
from the ceiling or project from the posts or walls. 








Shoe Display by A. Parke for B. Lowenstein & Bros., Memphis, Tennessee 
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Within the department a few small, uniform dissection 
signs, such as “Extra Sizes” and “(Hand-made Blouses” 
will, perhaps, rest on top of the fixtures. When the 
floor is very large, with many aisles, small aisle mark- 
ers, “Aisle 1” or “Aisle A,” may hang by fine wire 
from the ceiling. 

Other signs may be needed for special purposes, 
but it is an error to keep adding signs; when one is put 
up, one or two should at the same time be taken down. 
And the worst of blunders is the promiscuous changing 
of the location of departments, merchandise or service 
features, yet leave old, misleading signs to misdirect 
and confuse the public, destroying their faith in all 
signs. 

Women are not, on the average, as tall as men, also 
women are very practical, and bend their gaze down 
rather than up. Many signs are placed too: high, so 
that much of their value is lost because the average 
woman does not see them. Then, most of us wear 
glasses, or should, so that anything but plain, bold 
lettering of some well-known face reduces a sign’s 
effect materially, especially if the lettering and the 
background lack contrast. 

A store manager recently tried the experiment of 
running the elevators on a normal schedule mornings, 
then changing to half ‘up only, and the other half down 
only, during the crowded afternoon hours. To inform 
customers of the change to afternoon service, he had 
a porter place neat little signs, mounted on easel block 
backs, on the floor, beside each elevator, at noon. The 
idea is that a woman approaching an elevator looks 
cautiously down so as not to trip—so the signs on the 
floor fell within her line of vision. Anyway, the scheme 
worked well and the customers go promptly to the 
right elevators. 
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Effective Display by F. G. R. Lacey for Fairweather’s, Limited, Toronto, Canada 








For selling signs, common practice runs all the way 
from none at all, through policy or oversight, to a for- 
est of half-sheets. A good general rule might be one 
sign to an ordinary-sized table, reel, or unit display on 
counter or case. Smaller signs, briefly worded and 
plainly written, are usually considered best. Six- 
teenths are used freely, eighths take the place of quar- 
ters, and nothing larger than a quarter-sheet is ever 
allowed in many stores. 

Metal frames protect the cards from soiling and 
keep the alignment of signs uniform throughout the 
floor. For ready-to-wear departments, size strips, 
about two inches wide, are slipped in at the bottom of 
the holder, across the face of the sign itself. Over the 
top of the sign is folded a thin sale caption, slipping 
down inside the metal frame. This equipment gives 
maximum flexibility for the fewest quarter-sheets, with 
consequent economy resulting in the use of time and 
materials. 

The publicity manager hooks up the sign work with 
newspaper and general sales promotion. Newspaper- 
heads, window signs, selling signs and sale captions are 
uniform in copy and appearance. At the elevators, on 
each floor, are three kinds of sign-holders, all with 
easily removable glass fronts. One is for the store 
directory, another, double-truck size, for newspaper 
advertisements, and the third for full-sheet signs epito- 
mizing each day’s main selling event. 

Throughout the store piano wire is stretched below 
the sprinkler pipes, from post to post. On the wire 
full-sheets or special shapes may be hung, descriptive 
of each major sale. 

Yes, the ladies believe in signs, especially when the 
card-writing job is well done and closely tied up with 
the rest of the publicity program. 
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Distributing Trend in Dealer Helps 


Manufacturer has awakened to necessity of system regulating the 
distribution of dealer display helps and with development in quality 
of embellishment they are now placed only on request 


NE speaker at the recent convention of the 
SF} Ohio Association of Displaymen, lamented 





tesy the enormous waste of manufacturers dis- 
play material and scored the lack of business wis- 
dom evidenced in promiscuous and haphazard dis- 
tribution of this material. 

Granting the importance of the gentlemen’s sub- 
ject we regret his apparent un- 
familiarity with conditions as 
existing in the establishments 
of these great national adver- 
tisers. Such reference would 
have been appropriate a few 
years ago, but the days of hap- 
hazardly planned and promis- 
cuous distribution of display 
helps have long since gone. 

A survey on this important 
subject, conducted recently by 
the Research Department of 
The DISPLAY WORLD con- 
clusively refutes the state- 
ment made at the Ohio meet- 
ing. One hundred manufacturers, distributing and 
advertising their products nationally were included 
in this investigation, and of the ninty-seven com- 
plying to the requests concerning methods of sup- 
plying dealer display helps not one could in any 
manner be included in the category of promiscuous 
distributors. In fact, with four exceptions, where 
window and counter cards were placed on receipt 
of first orders, every manufacturer supplied dealer 
helps only on request from the merchant or repre- 
sentatives of the manufacturer. 


cific purpose. 


Much has been written in The DISPLAY 
WORLD on this important subject and the systems 
as employed by national advertisers have been dis- 
closed and discussed. All have served to refute the 
old-fashioned reference to basement consignment 
and firey furnaces. 





The appreciation on the part of 
national advertisers of a possibility 
of considerable wastage of promis- 
cuously distributed display helps has 
resulted in the policy to create dis- 
play material of high quality, the 
distribution of which is regulated by 
a department created for this spe- 
Leading manufac- 
turers today place material only on 
request of dealer or manufacturer 
representative’s suggestion advising 
of dealer’s desire to have it. 


Dealer helps of today are quite different in 
theme, style and quality than those of other days 
and these helps of today are creations of artists, 
display specialists and merchandise analysts; and 
distributed in accordance with the well designed 
plans of a distribution department. The character 
of present-day dealer helps forms the reason for the 
great demand evidenced for 
them and the progressive na- 
tional advertisers of today see 
to it that each help serves its 
purpose in creating more sales. 

Another powerful argument 
in favor of better character 
display helps, and a means of 
correcting such views as earlier 
referred to is to be found in a 
chart that is herewith pre- 
sented. The dealers prefer- 
ences as unmistakably  evi- 
denced, have, no doubt played 
an important part in the devel- 
opment which has demanded 
character in all display material issued as _ sales 
stimulators. 

The table reproduced here has been prepared by 
A. T. Fischer, internationally known authority on 
mercantile display and author of Window and 
Store Display. Mr. Fischer introduced the im- 
portant results as evidenced here following a most 
intensive investigation taking him from Maine 
to the Pacific, and from Florida to Canada. The 
attitude of merchants is authoritatively illustrated 
and the chart has been prepared to evidence the 
dealers preference in the matter of advertising. 

Mr. Fischer, in a compelling address on “Win- 
dow Display, the Most Powerful Factor in Sales 
Creation,” delivered before the members of The 
Advertisers’ Club of Cincinnati, February 14, clearly 
illustrated the influence of visualization in sales- 
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A. T. Fischer’s Chart of Advertising Preference—Upper Left, Grocery; Upper Center, Drugs; Upper Right, 
Hardware ; Lower Left, Haberdashery; Lower Center, Confectionery; Lower Right, Dry Goods 


making, and paid glowing tribute to modern dis- 
play as a sales creator, a reflector of store policy 
and service, and as a civic benefactor. 
Discussing the tremendous value of display as 
the important essential in all great national ad- 
vertising campaigns, Mr. Fischer disclosed the 
rather remarkable fact that less than 30 per 
cent of shoppers ask for specific merchandise 
brands, and used this as an argument against for- 
mer advertising programs of nationally advertised 


products. “Window display, appropriate, compell- 
ing showings will have the tendency to bring about 
more specialized buying, and the product advertised 
and supported by attractive window display will be 
specified by customers.” The fact that less than 
30 per cent of the shopping public specify particular 
brands is sufficient reason for more concerted ef- 
fort along the lines of display and a forceful argu- 
ment in opposition to the much over-indulged in- 
stitutional advertising. 
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A Field of Great Possibilities 


Quarter of a million dealers eager for display co-operation 


TARTLING to some, as the figures may be, it is an 
undeniable fact that approximately 47 per cent of 
the population of the United States is located in 
cities not exceeding 5,000 population. Nearly one- 
half of our population is confined to small cities and 
in these cities are to be found the following stores: 
145,000 General’ Stores. 
34,500 Grocery Stores. 
10,000 Dry Goods Stores. 
3,100 Shoe Stores. 
26,500 Drug Stores. 
1,550 Men’s Furnishing Stores. 
9,650 Men’s Clothing Stores. 
22,000 Hardware Stores. 
12,300 Jewelry Stores. 
For most part the merchants in these cities are 


relying on the progressive manufacturer of na- 
tionally advertised products for display materials, 
but there is a crying need for those essentials in 
store and window equipment and embellishments 
that the national advertiser cannot supply, and it 
is these things that the fixture and decoration man- 
ufacturers can supply if the attempt is properly 
made. 

National advertisers will welcome the assistance 
that will tend to create a more general appreciation 
and application of display and when more knowl- 
edge of display is evidenced and practiced by the 
merchants in these smaller communities there will, 
naturally, be a greater demand for those things ac- 
cepted in the larger cities as essential to perfect 
functioning displays. 
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Creating Demand for Quaker Craft 


The Quaker Lace Company has a model display department under 
supervision of display artists who are constantly at work in the interest 
of dealer co-operation—Weekly Service Bulletin aid in sales-making 


E: 4 EW selling campaigns are more complete and 
Gy rs) resultful than those regularly planned and exe- 
Ne | cuted by the Quaker Lace Company, manu- 
facturers of Quaker Craft Lace. Outstanding in these 
programs or schedules of sales promotion is the part 
played by window displays, and so resultful have been 
accomplishments through this means of advertising and 
selling, that directors of the Quaker Lace Company 
have acclaimed it as the most powerful influence in 
sales creation. And through the co-operation extended 
by the company to the merchants maintaining stocks 
of Quaker Craft-Lace, these merchants have come to 
the same conclusion. 

The Quaker Lace Company has a unified, per- 
fected plan of display co-operation, included in it being 
a number of dignified, compelling display helps in the 
form of complete display settings, screens, cards, etc. 
Their plan of creating dealer or merchant interest is 
interesting because of its strength and the character 
of support given to its selling talk to the dealer. 

Display space is more valuable for some goods than 
for others is a premise from which the value of display 
is suggested, and draperies maintain great possibilities 
in display. Selling them is a matter of suggestion—a 
matter of appropriately showing the goods and suggest- 










a: 


Bis Syke We iin Me 


. = © ome + aes oa 


\ oA Pha 
br ayy 
g Fee 


> 
ao 


TM Vaerteee et bert tii) ite Tier t te oe 


Para 
ee eee ee eee eT Oe Pete 


ter 


‘* ———\ °c —<_.° <== © coum ¢ ames © cme 


te 
‘S 4 3 i e 
NOS kobe 
* 55° Fa 
Id Ang Suds Aes Be 
ty Vl se 


Ban) DY 


ing their purposes. Show them as they should look 
in actual use is the keynote, and to do this the display 
window is by far the most practical and effective 
medium. 

A woman buys draperies usually for the home— 
most likely for a family, and she represents the most 
stable element in the community and usually the best 
buying power, and as suggested by the Quaker Lace 
Company, win her trade for the drapery department 
and you will almost invariably win it for the other 
departments of the store. Draperies form an excellent 
example upon which to pass judgment on satisfaction 
rendered. The drapes you sell are in the home windows, 
a daily reminder of your store and your merchandise, 
for one, two or perhaps three years after the dress or 
suit sold at the same time has been long since discarded 
or worn out. 

Then again, the Quaker Lace Company calls atten- 
tion to the very important fact that this country is 
underbuilt and makes certain to advise the merchant 
that whether much or little building is being done in 
the latter’s city at present, the deficiency must be made 
up sooner or later, and this means home making, fur- 
nishing a new home or refitting an old one, by a large 
percentage of the community. 
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Quaker Craft Lace Display Suggestion Showing Products Suitably Arranged for Interior of Home 
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Concluding its preliminary “reasons for display,” 
this great institution forcibly pictures the power of 
display in the statement that it attracts people to the 
window and starts the sale idea working; and right 
here is pointed out the force not approached in any 
other form of advertising. 

A perfectly functioning display department is main- 
tained by the Quaker Lace Company, where artists and 
display authorities collaborate in the perfection of 
strong, attractive window displays, each incorporating 
the accepted principles of good display and each main- 
taining a real “working” idea. These suggestions hav- 
ing been perfected, are included in a portfolio which 
also includes details of construction of all suggested 
displays, which, by the way, are beautifully yet clearly 
illustrated in this booklet. So complete is this series 
of window displays, that merchants experience little 
difficulty in installing in their show windows—many of 
them without the services of a store display manager. 

Presented herewith are several display suggestions 
recently directed to merchants carrying products of the 
Quaker Lace Company, and which no doubt will evi- 
dence clearly the practicability of the Quaker Lace 
Company’s plan and at the same time manifest how 
minutely perfect is the planning of this series. It 
might be well to mention here that Quaker Lace-Craft 
display helps are produced at great expense and are 
available only to the merchant making a request for 
them. 

The first illustration presents a suggested setting 
which, when installed, should prove unusually attract- 
ive and po-verful with the evident presence of beautiful 


Another Suggestion for the Dealer Featuring Idea That Drapes Form Part of Outside Decoration 


. 


simplicity. The display shows Quaker Craft-Lace in 
actual use amidst correct and harmonious surroundings 
and serves to stimulate the housewife to the action 
which invariably follows a desire aroused through in- 
terest. Detailed diagram accompanies the display sug- 
gestion with pertinent information designed to make 
installation easily accomplished and general effective- 
ness more forceful. Suggestions for striking lighting 
effects are also made, with charts for proper color 
selections. 

In the second display suggestion we have a rather 
novel treatment, what the Quaker Lace Company terms 
daring. There can be little doubt concerning the 
strength of this attraction with greatest possibilities 
afforded in night showings. Few people will resist the 
temptation to stop and look inside of the house, and 
this curiosity will force them to look at Quaker Craft- 
Lace, and this important item will not be without re- 
sult, since appropriate cards at either side of the win- 
dow will tell the story. Not only from a point of 
attractiveness is this suggestion effective, but the dis- 
play includes an actual demonstration of the essential 
feature of the window lace, a fabric embodying a 
definite, clear-cut design possessing the quality of 
transparency to a remarkable degree when viewed from 
a point where the light is on the side away from the 
observer, yet serving as an effective veil when viewed 
against a dark background. A very interesting feature 
of this display is included in the sales argument for 
better draperies and drapery arrangement that curtains 
or drapes are not only a part of a room decoration but 
also a part of the outside—the facade, of the house. 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 











GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 
Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 


STARK BROS. DISPLAY SERVICE 
3724 Troost Ave., Kansas City, Mo. 
National and Local Window Display and Advertising 
Service—Campaigns Designed and Supervised 
Manager, W. A. Stark 


CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 
Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 


UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing in Cigars, Drugs and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 


THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American. Display of Foreign 
Made Products. 
Manager, N. W. Reynolds 


WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 




















HALPERN DISPLAY SERVICE 
2342 Ryer Ave., New York City 
Specialize in Local Display Service in Cloaks, Suits, 
Waists, Corsets, Lingerie, Millinery and Shoes—Ad- 
visors in National Campaigns 
Manager, Charles H. Halpern 





S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install.in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, S. Fisher 


PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 
Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 


Manager, F. G. Piepenbrink 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 
Manager, K. S. Wolff 











THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made in Any City 
Manager, H. Bellringer 





WINDOW DISPLAY ADVERTISING SERVICE CO. 
McMullen Bldg., Grand Rapids, Mich. 
Window Display Advertising for National Advertiser 
and Retail Merchant—Complete Display Campaigns 
Created—Installations Made in Grand Rapids and 
vicinity 
Manager, Fred Tracy 


G. T. WHITE Co. 
1812 Chestnut St., St. Louis, Mo. 

Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 
Manager, G. T. White 








CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
Floorings. 
Manager, Carl A. Semsch 


BLYSTONE STUDIOS 
229 S. Adams St., Peoria, Ill. 
Expert Counsellors in Store Designing, Construction, 
Equipment, Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 


Manager, R. L. Blystone 











HOLMES DISPLAY SERVICE 
1142 West North St., Lima, Ohio 
Local Display Service—Displays Arranged tor Manu- 
facturers of Nationally Advertised Cigars, Drugs, Sun- 
dries, Groceries and Food Products 
Manager, Chas. O. Holmes 








J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
' Designing 
Manager, J. P. Wissink 





ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE_JS THE NECESSARY QUALIFICATION 


FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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Successful Department Systems 


Methods of department functioning as noted in three well-known 
stores—Policy concerning withdrawal of merchandise from window 
displays interesting in its varied application—Importance of records 


T has been observed that where system is lack- 

ing in the display department of the retail 
store, other departments are working at a 
disadvantage for the same reason. The inefficiency 
evident can be attributed solely to incompetency or 
deficiency in management. 

The retail business cannot progress, succeed with- 
out some form of system, some program of orderly 
functioning of every department of that business, and 
the greatest successes in the business world can in 
great measure be attributed to a system designed for 
the specific purposes of those respective institutions 
the essentials and details of which have been rigidly 
applied and followed. 

The display department, which we must concede is 
a vital department, perhaps the most powerful of the 
entire sales and advertising division, demands system 
if maximum efficiency is to result. And it is to be 
observed that the successful display managers maintain 
a definite program of operation in which they take 
particular interest and devote diligent interest in its 
functioning. 

Previous issues of The DISPLAY WORLD have 








reviewed department operations and systems as em- 


ployed by well known display managers. In this issue 


additional information is presented on the important 
subject of “system in the display department.” 

Morris Black, successful display manager for 
Strouss-Hirshberg Co., Youngstown, Ohio, has been 
frequently commended on the manner in which he con- 
ducts the display and executive divisions of his de- 
partment, and the excellent results obtained is ample 
evidence of its value. Mr. Black plans ahead so far 
in advance that ample time is available for any altera- 
tions or substitutions sometimes made necessary for 
one or a variety of reasons. 

In the Strouss-Hirshberg store all requests for 
merchandise are first sent to the advertising depart- 
ment, and the window space for every department 
request is allotted. A record is then made of the 
spaces granted and of the various departments getting 
them, which also carries information concerning the 
time the merchandise is to be placed in the window 
and the period ‘for which it is to remain there. This 
list or record sheet is then sent to the display depart- 
ment. The display manager then visits the various 





Effective Underwear Display by Harry Weaver for The John Mockett Co., Toledo, Ohio 
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merchandise departments, notifying the manager that 
his department has been granted window space, here 
mentioning the date the merchandise will go in and 
the date on which it will be taken out of the window. 
While notifying the various department heads the dis- 
play manager inspects the merchandise in the depart- 
ment, makes his selection, and it is sent to the display 
manager’s department. 

All the buyers or department heads having been 
notified and merchandise for display selected, the dis- 
play manager consults with the advertising manager, 
at which time advertising copy for cards is given to 
the displayman. The plans for arrangement having 
been made, the displays are placed. On coming out 
various department heads are notified and send for 
their merchandise. 

Referring to display policy at this store, Display 
Manager Black says: “Our windows are placed with 
the idea of selling merchandise, and if they do not 
accomplish that result they are not doing their duty ; 
and what’s more, we would consider our display de- 
partment not doing its duty in such a case. But we 
have reason to believe and know that our windows are 
functioning as profitable adjuncts and serving to build 
Strouss-Hirshberg’ prestige. We do not believe in 
crowded windows, nor do we favor the displaying of 
beautiful background effects with no merchandise to 








speak of. We want beauty to be at all times evident, 
but this can be accomplished while at the same time 
maintaining a representative showing of merchandise.” 

“A store policy or service, what you will, adopted at 
this store allows the removal of any piece of merchan- 
dise ‘from the window on the request of the customer. 
While in many cases this procedure is overworked and 
could be avoided to a certain extent, in the main it is 
a good policy, bringing results through the rendering 
of service. Frequently removals of this character 
could, however, be avoided without in the least causing 
dissatisfaction should the salespeople evidence a little 
diplomacy or tact. 

“Our display windows are charged on a daily rental 
basis, the price of each depending on its location, pull- 
ing power and size. Unless special occasions or events 
demand a deviation from the plan, the various win- 
dows are changed on schedule, with the larger and 
more valuable spaces usually calling for changes twice 
weekly. 

“The show card department, while operating as a 
distinct division, is under the direction of the display 
manager, who places orders made on regulation form. 
The cards and signs completed, they are brought to the 
display manager, who inspects them for errors in spell- 
ing, phrasing, etc., and directs them to the proper de- 
partments and windows in which they are to be used. 
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Arrangement of Display Windows at Store of Strouss-H:rshberg, Youngstown, Ohio 
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“We believe in appropriate use of decorations such 
as artificial flowers, applique panels, decorative screens 
and such embellishments, and consider good quality, 
attractive fixtures and equipment necessary for best 
sales efficiency.” . 

Another smooth-working display department is that 
of Jerome J. Jaffrey, who directs for Newcomb- 
Endicott Co., Detroit. The system here calls for the 
co-operation of the merchandise manager who, with 
Mr. Jaffrey, receives the requests for window space 
and distributes same according to the best judgment of 
the two department heads. Consideration is always 
civen to the important points of special merchandise, 
quick sale items, etc., with equity of display space 
allotment always evident. 

The window spaces distributed to the various de- 
partments’ merchandise is selected by Mr. Jaffrey and 
delivered by each department to the window in which 
space has been assigned. The respective departments 
must also call for their merchandise when displays 
come out of the window. 

Record sheets are kept, with details concerning 
each display, with notations concerning success of the 
showing, weather conditions, special price concessions, 
if any, how supported with newspaper or other forms 
of advertising. Thus a clear and valuable record is 
maintained for later use in making comparisons, etc. 
Bulletins in the office of Mr. Jaffrey keep his nine 
assistants constantly informed concerning the work to 
be done and who is to do it. Two porters are at the 
disposal of the display department, more or less of a 
departure that might well be adopted by other stores. 

Twenty-eight windows comprise the street display 
facilities of the Newcomb-Endicott store, with the 
greater number of them calling for two changes each 
week. No changes are made without a previous con- 
sultation of display and advertising managers, the rea- 
sons for which are obvious; since for maximum results 
in display or newspaper advertising the co-operation of 
the other is necessary. 

The displays of Mr. Jaffrey have long since become 
well known, and he has frequently been awarded prizes 
indicative of his unusual ability in the field of mercan- 
tile display. 

W. R. Hare, display manager for Maas Bros., 
Tampa, Fla., is a stickler for orderly functioning of 
his department and duties, and is meeting with excep- 
tional results in the southern store. Get the whole- 
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hearted and enthusiastic co-operation of the various 
department heads and conduct your own department 
in a business-like manner is “Bill’s” formula for suc- 


cessful display department operation. 

It is an interesting fact that in the Maas store em- 
ployees are not allowed to remove any merchandise 
from the windows or display department—that is, no 
one but someone officially connected with the display 
department is allowed to take any merchandise out of 
the displays, and, in fact, when the merchandise for 
display has been selected by Mr. Hare, one of his assist- 
ants takes charge of it, and the same rule applies when 
merchandise is removed from the display on customer’s 
request and when the display is scheduled to come out. 
Telephones and signal lights in the display department 
notify of requests from the various departments, and 
little time is consumed in responding to them. 

Opposed to the system or policy of the Strouss- 
Hirshberg Company is the policy of Maas Bros., which 
provides that merchandise is to be removed from the 
display only on rare occasions, and then the depart- 
ment seeking the removal must supply suitable mer- 
chandise to replace that taken out of the window. 


Display spaces are valued according to location, 
square footage, property value, etc., and departments 
are charged a rental fee for every day display space is 
granted to these various departments. The total win- 
dow space is one-seventh of the entire first floor space. 
It is imperative that this space, with added items such 
as lighting expense, display department salaries, fix- 
ture and figure purchases, renovating charges and 
porter helps, wages, etc., be self-supporting, and execu- 
tives off the store advise that it is not only-self-support- 
ing, but invariably does better than that. 

It is the policy of the store to feature only the better 
grade merchandise in the display windows, since Maas 
Bros. have long since learned that quality values are 
the best drawing cards. Newspaper advertising sup- 
ports all displays, and is relied on to move the items 
on the bargain counters; but there can be little doubt 
that the displays that bring people into the store to 
inspect some article displayed also function prominently 
in making the bargain sale volume possible. 

The progressive organization of Maas Bros. enthu- 
siastically supports Mr. Harre and his department, and 
it is a conceded fact that Maas Bros’. displays under 
the direction of Mr. Harre have taken first rank in 
Tampa. 
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BLOOMINGTON DISPLAYMEN ELECT 
NEW OFFICERS 


The new officers for the Bloomington (IIll.) Association 
of Displaymen have been announced as fo lows: 

President, John Ejiff, display manager for A. Livingston 
& Sons; vice president, W. W. Yeager, display manager 
for Greisheim Clothing Company; secretary and treasurer, 
A. Frederiksen, display manager for Mayer-Livingston’s. 
Mr. Frederiksen was honored with re-election. 


BROWNING, KING & CO., SHOWS 
PERIODS IN STYLES 


Browning. King & Co., Pittsburgh, Pa., introduced a 
powerful display recently when a correct style review 


covering a period of 100 years was conducted. Reviews 
were arranged in twenty-year periods with styles, display 


methods and accessories typical of each period. Alex Ack- 
erman perfected the details of display and supervised its 
installation. 
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Seasonal Draping Suggestions 


Illustrating the Rainbow and Peacock drapes as originated by Jerome 
A. Koerber — Unusually adaptable to new Spring colors— 
Detail instructions for execution of drapes presented 


YTRIKING indeed and wonderful in possibil- 

ities are the colors of Spring, and perhaps 

} no vehicle is better equipped to portray 
them in merchandise formation than that known as 
draping. 

While to most merchants the weeks just before 
Easter are accepted as the most suitable for show- 
ings or ready-made garments, there can be no rea- 
sonable argument opposed to a generous showing 

“of seasonal silks and fabrics. Closely allied in color 
and weight are the modes for early summer and 
the Easter showings most certainly should incor- 
porate a liberal presentation of these items. Here 
is an opportunity to reach crowds of interested 
shoppers, surpassed in number only by those of the 
holiday season, and tastily draped silks, georgettes, 
cantons, and many kindred fabrics will not fail of 
tremendous attention-getting value. 

There is a certain atmosphere about spring that 
not only seems to lift from all an imaginery isola- 
tion that has gripped us during the dreary 
and uneventful months of winter, but one 
that has a tendency to tear off the per- 
haps too penurious tendencies of the win- 
ter incarceration, and we become imbued 
with the very atmosphere around us, with 
that satisfaction of living to the accom- 
payment of spring’s delights and sum- 
mer’s contemplated joys. 

It is this atmosphere that has much to 











































do with Easter buying—perhaps more than the 
mere desire to have something new because Mrs. 
Jones has something. The spirit of Spring is the 
spirit of freedom, of rejuvenation—and liberality, 
and what, may we ask, is more characteristic of 
freedom and unfettedness than the desire to buy 
what we want and pay as much as we want for it? 
When the public, especially the feminine public is 
in this attitude it is indeed an unprogressive mer- 
chant that will not attempt to gain the attention 
of this ready-to-buy public. 

This month, Mr. Jerome A. Koerber, leading 
authority on draping and author of an elaborate 
illustrated text treatment of the important subject, 
has offered two draping examples particularly 
adapted to the coming season, and excellently con- 
ceived examples of the high-class methods of drape 
presentation. 

The first example is appropriately styled “Rain- 
bow drape,” while the second is equally seasonal, 
and is designated by the originator the “Peacock 
drape.” The Rainbow drape is made up of pastel 
tints and color representing a rainbow, and the 
unusual range of spring colors this season should 
make possible an almost perfect color repre- 
sentation. 

The drape is started with narrow widths of 
silk and chiffons or of silks and lace, with chif- 
fons for over-drape. It may be made up in a 
variety of ways, but the evolution of it is as 
illustrated here follows: 

Use a tall standard with a circular top about 
18x24 inches in diameter, and on top of which is 
fastened a small millinery stand. Now select 
‘colors according to taste and holding them all at 
one end tie with a piece of string at a point 
about twelve inches from the end. Place 
the part with the string over the top of the 
millinery stand at point designated at A and 
from a neat rosette, then allowing 
all of the material to fall down 
towards the front. 
Now gather up the 
——=~-*: material and pin to 
top of the circle at 
point indicated by B. 


An Unusually Effective Drape Styled “The Rainbow.” By Jerome A. Koerber 
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Make several loops and 
allow them to hang in 
various lengths as in- 
dicated by the letters 
C, D, and E. Make 
sure that all loops are 
pinned at the sel- 
vedge. 

Next, fasten with 
string or pins the bal- 
ance of material and 
thus form the side 
drapes E and F. 
When the fastening 
has been completed 
make sure that all 
folds are neatly ar- 
ranged, catching up 
on either side if it is 
desired. Use a few 
millinery flowers for 
dress trimmings, also 
over the drape or on the sides, or perhaps, place 
a few at the bottom of the drape. A parasol, hat, 


bag, gloves, fan and possibly perfumery may be. 


appropriately selected as accessories and used in 
combination to create a pleasing unit. 

The second drape, the Peacock, while maintain- 
ing great possibilities of artistic character is simple 
of execution and is especially adaptable to high- 
color silks or chiffons in such tonings as appear in 
a peacock blue, green, and yellow, but bluish-green 
is suggested for the best effect. A blue or green 





The Peacock Drape by Jerome A. Koerber 
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spot-light focused on 
this drape will pro- 
duce an interesting 
and striking spectacle. 

The silk is draped 
in an unconventional 
fashion into a vase, 
the folds being then 
gathered and allowed 
to fall in graceful 
folds toward the 
front. A few odd ar- 
= tificial flowers to 
match are placed over 
the drape. The pea- 
cock, perched on the 
vase is holding a part 
of the drape and some 
of the flower branch- 
es. <A feather fan, 
hat, gloves, or a few 
bottles of perfumery 
will set off this unit to good advantage. 

The striking colors designated for popular favor 
this season are indeed tempting, and displaymen, 
particularly those of immature experience may, per- 
haps, be inclined to overly combine them. The fact 
must always be kept in mind that displays can be 
made ineffective very easily—through an imperfect 
combination or too generous employment of color. 
In fact, nothing can kill the effectiveness of any 
window showing as quickly as imperfect manipu- 
lation of merchandise in varied colors. 


THe Peacock Drare 


<0 10 


NEW STORE OF M. L. PARKER MAINTAINS 
UNUSUAL SERVICE FEATURES 


The new store of M. L. Parker, Davenport, Ia., pre- 
sents one of the most efficiently equipped retail institu- 
tions in the country and incorporates every modern device 
for distinctive store service. For beauty, too, does this 
store stand out among the leaders of the country, and it is 
generally conceded that the new Parker store is second 
to none west of Chicago. 

An Italian travertine floor and French caen stone walls, 
both in a tannish-grey color, present an unusually striking 
and beautiful appearance. Travertine is a granite-like 
rock mined in the marshes of Italy and has been used as a 
flooring in that country for centuries. 

Worthy of particular notice wiil be the corner window. 
This will be lighted, by invisible footlights and by arc 
lights. as well as by a powerful spotlight, so that innum- 
erable lighting combinations will be possible. 

A special window for furniture displays is provided in 
the north window on the Brady street side of the building. 
This window is especially fitted for displays showing a 
properly fitted room with a bedroom or living room set. 
An unusually beautiful parquet flooring with black ebony 
trimmings sets this window off to good advantage. The 
same flooring is provided in the lobby show windows at 
the front of the store. 

Fixtures of unusual beauty and artistic merit have been 


secured for use in the window displays, all in walnut, oak 
and mahogany, but they include a great variety of shapes 
and patterns for draping various materials. 





ATWOOD DISPLAYS ATTRACT 
FAVORABLE ATTENTION 


Dale Atwood, display manager for J. C. Thorne & Son 
Dry Goods Co., Fairfield Ia., has been complimented in 
press notices which declare his displays to be the most 
consistently effective in Fairfield. His latest effort intro- 
duced a gorgeous background of gold metal cloth hung 
with festoons of gayly colored roses. 





SILK HOSE PUT TO STRENGTH 
TEST IN DISPLAY 


An effective method of showing the strength of its silk 
hosiery is being used by the Humming Bird Hosiery Co., 
of Chattanooga, Tenn., in one of the show windows of the 
Keely Co., there. One of the silk hose is suppended to a 
spring balance holding up three sandbags weighing 125 
pounds. 

The hosiery company’s representative declared that this 
is the first time silk hose had been subjected to such a test. 
This “stunt” is made the center of an attractive display of 
hosiery in the window. 
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Combining the New Spring Colors _ 


Popular color selections for Spring and early Summer offer oppor- 
tunity for many exquisite combinations in display schemes 


By H. H. ADLER 
Designer and Colorist, New York City 


~ }1 the recent Fashion Show of the Retail Gar- 
men Association in New York, mountain 
haze was adopted as the color of the season. 





Every manufacturer showed at least one garment of’ 


this color. Since then mountain haze has been fea- 
tured by the leading shops in undergarment, dresses, 
wraps, millinery and sport clothes. 

Mountain haze is predicted to have the vogue that 

” Periwinkle had last Spring. It is a pinkish orchid 
shade, very close to the clover on the Spring 1923 Tex- 
tile Color Card of America. It belongs to the red 
violet family and many delightful combinations can be 
found for it. 

Forewarned if forearmed. Undoubtedly the moun- 
tain haze vogue will spread throughout the country and 
it is well to be advised in advance as to its many possi- 
bilities in window displays. 

Mountain haze combines well with the new greens 
and is especially good with the quieter greens such as 
meadow green and reseda. It is well to keep out the 
more vivid greens such as Kelly and emerald. With 
mountain haze and meadow a touch of one of the new 
tans completes an excellent combination. The best tans 
are those which are not too colorful, such as deer and 
fallow. Pale yellow also makes an excellent combina- 
tion with soft green and mountain haze. 

Almost any of the yellows combine well with moun- 
tain haze. Sulphur and citron go very well with it. 
Mountain haze, combined with citron and any of the 
greenish blues such as turquoise, ceramic, waterfall or 
Venice, is also a distinctive combination. 


Old gold, bronze and any of the subdued yellow 
browns make a delightful combination with mountain 
haze, while the more reddish browns such as titian and 
harvest are also very good. French blue and brown 
and mountain haze make a very distinctive combina- 
tion. Mountain haze combines very well with the 
grayed tans such as beige, sand, and pelican. 

It is obvious that this delicate orchid shade will not 
combine with red or henna or the copper or mahogany 
tones, and violet does not make a very interesting con- 
trast, while orange is a clash. 

Among the shades which stand out thus far this 
season for street wear, one finds the new browns and 
greens, with browns stronger and stronger as the sea- 
son advances. The lighter tones of brown are the 
smartest and the newest, and sometimes these are gen- 
erally classed as the wood brown shades, but more 
specifically they can be named as cocoa, oakwood, san- 
delwood, cork, deer and fallow. 


Previous articles in The DISPLAY WORLD have 
given a wide range of combinations for the new greens 
and browns, but it may be helpful at this time to sum- 
marize some of the most generally applicable combina- 
tions for window work. The new brown shades com- 
bine particularly well with shades of blue-green and 
violet. Another series of combinations are made up 
of the soft new blues and the crushed berry and clover 
shades. Instead of blue, one of the soft new greens 
can be substituted in combination with crushed berry 
or clover. 

For sports wear all indications point to brilliant 
shades of green. Emerald and jade will undoubtedly 
continue in popularity, while grass has been added to 
the popular greens for sports wear. The darker shade, 
cress, will also be good for conservative use. 

With the brilliant greens the usual combinations of 
white or one of the sand or. beige shades is well estab- 
lished. The very high colors, however, which are 
showing popular favor for sports wear based on Rus- 
sian, East Indian and Checko-Slavic designs, allow for 
more brilliant colors to be used on contrast even with 
the brilliant tones. This brilliant green is particularly 
good with the warmer shades of brown such as titian, 
oriole and eldorado. When combined with these warm 
browns, a touch of violet or bluish-violet is very ef- 
fective. 

Red also looms on the horizon again. The pure, 
strong red of last season has been changed to a slightly 
pinker tone, the color going by various names, but will 
be found in the red names mephisto and confetti in the 
Spring Textile Color Card. 


With red one instinctively turns to white and buff 
again as the safest combinations. These are, of course, 
always dependable. With red there are several colors 
which are especially to be avoided. Red never shows 
off to its best advantage when combined with a pure 
green, and a combination of pure red and green is sure 
to make any model look cheap and taudry. Blue- 
green, however, makes an excellent combination with 
red, as do certain dull shades of yellowish green. In 
a combination of red and blue-green a touch of pale 
yellow or a light pinkish yellow will improve the color 
design. 

The violet shades are coming stronger and stronger 
for sports wear with each season, and though usually 
better in the Fall, there are two new shades which are 
being featured in the ultra fashionable establishments 
for Spring. These are a very deep pure purple called 
fireweed and a new medium tone of violet called mig- 
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non. With the violet shades, soft greens or very warm 
tans are attractive. Violet with meadow green and 
corn husk yellow form a delightful combination. 

For the dressier types of afternoon gowns, sweaters, 
scarfs, and other knitted apparel, there seems to be a 
recurrence in favor of the soft shades of blue. This 
has not been generally anticipated by American manu- 
facturers. The shades are not particularly new ones, 
and can be classed under French blue and Alice blue. 


It looks as if some of the lighter shades of red will 
also have a run for afternoon wear. Among these a 
new shade called fiesta is the smartest. and newest. 
The clover shades and pinkish orchids will also be 
good for afternoon wear, together with deep shades of 
lavender. 

The following selection of merchandise is sug- 
gested for display in windows featuring the new Spring 
colors. For a general window featuring wearing ap- 
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Millinery Midst Setting of Appliqued Plush, by Henry Sherrod, for Stewart D. G. Co., Louisville, Ky. 











parel of various types a display of dresses, suits, wraps, 
shoes, hosiery and millinery, in the new brown shades, 
will be greatly enhanced by the showing of gowns, mil- 
linery and knitted outer wear in clover and soft blue 
tones. For a window featuring evening gowns, a 
showing of mountain haze, pale yellow and turquoise 
blue, relieved by a few deep browns, will be attractive. 

For a window featuring sports wear, both the 
strong greens and violets can be shown in combination 
with the copper or henna shades. A sports window 
improves by the elimination of too many strong, unre- 
lated colors. Pick out the one or two colors which the 
store is featuring, and pick a third color to complete 
the harmony, rather than as an exponent of a large 
stock. For minor accents in a window featuring green, 
violet, and copper, one can use blue, American beauty 
and some of the orange-yellow shades. These should 
only be introduced in accents and not in quantity. 
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BUFFALO OBSERVES “WEEK OF WONDERFUL 
WINDOW DISPLAYS” 

As we go to press, the Buffalo Association of Display- 
men, the Buffalo Retail Merchants’ Association, and the 
Buffalo Chamber of Commerce are observing the second 
ennual “Week of Wonderful Displays,” a feature instituted 
last year with great success. 

Conditions governing this*great artistic, mercantile, and 
civic event are similar to those governing last year’s ob- 
servance with practically every merchant in the city striv- 


ing to give the city his best in the way of high-grade 
window displays featuring mercantile service.. There will 
be no prize awards, but every effort is being made to ob- 
tain displays of distinctive beauty. 

Clement Kieffer, Jr., display manager for the Kleinhans 
Company ; George S. Robinson, display manager for Oppen- 
heim, Collins & Co., and Harry E. Groves, display man- 
ager for the Walk-Over Shoe Co., and newly elected 
president of the Buffalo Association of Display Men are 
active in the management of the present event. 
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Statistics concerning appropriations 
Some — and expenditures in the field of mer- 
Interesting cantile display have indeed been rare, 
Pages and those that have been published 
were in most part incomplete, and lacked the 
authenticity to make them of any practical value. 

The DISPLAY. WORLD, however, is interested 
in anything that may have a tendency to assist in 
the accomplishment of its program, which sum- 
marized means “the complete realization of the 
value of mercantile display and the maximum prac- 
tice of it,” and we believe that statistics obtained 
through reliable research and investigation can 
serve well in the functioning of this program. With 
the courteous assistance of other statistical me- 
diums and agencies, including reports of the Asso- 
ciated Advertising Clubs of America, Business Di- 
gest, Advertising and Sales Bulletin, and several 
other authoritative statistical compilations we are 
in a position to present some vital and startling 
figures. Figures that should have the tendency to 
unmistakably show the men of the display profes- 
sion that something is radically wrong somewhere. 

Expenditures for window and store display dur- 
ing the twelve months covered by the report at 
hand amounted to $20,000,000, a startlingly insig- 
nificant amount when we find that $30,000,000 were 
spent for novelty advertising, and that a sum equal 
to that appropriated for window and store display 
was expended for directory advertising. Four mil- 
lions in excess of that expended for display went 
for demonstrating and free samples—or the sum of 
twenty-four million dollars. 

Starting with the newspaper advertising ap- 
propriation which approximated $650,000,000 of the 
grand total of $1,404,000,000, spent for all forms of 
advertising, and reading down the list of fourteen 
classifications of advertising, we find, that in the 
matter of expenditures window and store display 
ranks tenth—a very low rating for one of the most 
powerful sales factors known in modern mer- 


chandising. Appropriations for the various forms 

of advertising follow: 
ee $650,000,000 
| ee 350,000,000 
Te 150,000,000 
Business Papers___-________ 70,000,000 
POOOIIOS ciieiciicccinmciniien 30,000,000 
Electric and Painted Signs__ 30,000,000 
Perm POO ocsoicc nc keecns 27,000,000 
Demonstrations and Samples 24,000,000 
ENOOCUONEES .ccieccccucce 20,000,000 
Window and Store Display__ 20,000,000 
a eee ane ae 12,000,000 
ee 11,000,000 
a a 5,000,000 
Motion Pictures.............. 5,000,000 


The progressive merchant realizes the selling power 
of his display windows. He knows also their influence 
as a store barometer and civic benefactor—but the all- 
important question, “Does he appreciate this value?” 
seems to be still unanswered. That he be brought to 
this appreciation is a duty of all displaymen, display 
associations and mercantile publications. These inade- 
quate appropriations in the interest of display depart- 
ments can unquestionably be attributed in part to a 
lack of substantial educational programs functioning in 
the interest of mercantile display. 





; Granting that very often the con- 
Sonata centration of strength is the best 
ia” formula for accomplishment, we be- 

lieve that there are times when the 
distribution of this strength is desirable— for in- 
stance, in state associations of displaymen. 

At the recent convention of the Ohio Associa- 
tion of Display Men, held in Cincinnati, four of the 
five major elective offices went to Cnicinnati dis- 
playmen. Marion, the 1924 convention city, for 


obvious reasons, was honored with the _ secre- 
taryship. 
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Now, we wonder if wisdom governed the action 
of the voting delegates or was it merely a question 
of being outnumbered? Was the interest in the 
state association upper-most in mind when ballots 
were cast? Was the realization of needed strength 
present as it should have been, since the meeting, 
successful as it was evidenced a regretable appar- 
ant lack of interest on the part of a majority of 
the state’s leading displaymen? We fear not, and, 
more regretable is the fact that at this time indica- 
tions for full Ohio displayman strength in the as- 
sociation are indeed anything but bright. 

It is hoped that the lack of Cleveland, Dayton, 
Toledo, Youngstown, Columbus, Akron, Canton, 
and Springfield representation on the new official 
roster of the Ohio Association of Display Men will 
not have any tendency to delay the accomplishment 
of a powerful state body, but we fear that it will. 
Wisdom may be mistaken for politics, but results 
usually follow the manifestation of it. 





Several years ago the writer introduced 
Display the suggestion that a bureau be created 
Boosters 4; committee appointed within the dis- 
Needed playman’s association, the duties of 
which would be the compilation of a list containing 
all scheduled meetings, state and national, or mer- 
‘chants’ and advertisers’ associations, and to further 
supply for each meeting a representative and con- 
vincing attache of the displaymen’s association. 
His duty, quite obviously, would be to acquaint 
merchants and advertisers with the power of win- 
dow display in sales creation, with its ability to re- 
flect store policy and character and its influence as 
a civic benefactor. 

Disclaiming any credit for the speakers’ Bureau, 
which was created some years later, and believing 
its establishment to be one of the progressive steps 
in organization development, there seems to be still 
something lacking in this plan. 

A speakers’ bureau is of tremendous value when 
it functions, but to be efficient in maximum degree 
it must be perfectly organized. It must work in 
program fashion with knowledge of coming events, 
their presence at which would prove valuable to the 
profession they represent. And, these speakers 
should be in suficient number to carry on the work 
and be not obligated to do this vital work at their 
own expense. 

As an evidence of association weakness or inac- 
tivity, the recent convention of the Ohio Retail 
Clothiers’ Association may be cited to prove a point. 

More than five hundred men’s clothiers from 
every part of the great State of Ohio met at Cincin- 
nati for a four-day meeting, just following the close 
of the convention of the Ohio Association of Dis- 
play Men. One entire session of the clothiers’ meet- 
ing was devoted to advertising—all methods of pub- 


licity that concerned themselves with the selling of 
merchandise. A representative, duly designated by 
his association discussed the power of the news- 
paper as a sales creator, while the direct by mail 
influence was discussed and urged by a Mr. Kirt- 
land, representing the Direct Mail Advertising 
Association. 

Here was a big meeting of progressive mer- 
chants from the State of Ohio, the state in which 
the president of the International Association of 
Display Men maintains his office, and held in a city 
laying claim to four of the five official positions in 
the Ohio Association of Display Men, yet, there was 
no display association member delegated to appear 
on the program—a place which the convention 
directors would have been honored to have given. 
It is the apparent unconcern in such vital matters 
that suggests the query—what is lacking? 





With’ the publication of “The Art of 
A Distinctive Draping,” by Jerome A. Koerber, 
Commeeios the author has made a distinctive 
o Profession ; ; pie 

and illusfrious contribution to the 
profession of mercantile display. For the first time 
since display has become recognized as a power in 
selling, the exponents of the art of display have 
been given a really authentic and complete text 
treatment on what is generally conceded by display 
authorities. as the most important phase of the 
general subject, mercantile display. 

This book is now ready for distribution after 
several delays due to the exacting demands that its 
importance warranted. The subject matter and 
illustrations have been carefuly analyzed and 
checked for any conflict of principles or misinter- 
pretation of period references and illustrations, and 
a review of Mr. Koerber’s new text will reveal the 
most authentic and exhaustive treatment of the sub- 
ject possible to obtain. Substantially bound in a su- 
per cloth cover of wine red, conservatively, yet 
beautifully ornamented in green, the book contains 
112 pages, divided into five parts. At a period, 2000 
years before Christ, the author inaugurates his 
treatment of the subject, illustrating and analyzing 
drapery and draping from this remote age through 
the various stages of evolution up to the drapery 
methods employed by present day masters of 
the art. 

Sections of this book include discussions and 
recommendations never before offered to the dis- 
play profession, and there are also chapters devoted 
to such important subjects as perspective, back- 
grounds, balance, composition, merchandise knowl- 
edge, color and color harmony, fixtures, forms, rec- 
ords etc. 

The “Art of Draping” is‘a distinctive adjunct 
to the display profession, and we find particular 
pride in recommending it to every displayman. 
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At Last “The ART « 


A Comprehensive and Practical Treatise on Principle P 


ONE HUNDRED AND TWELVE PAGES — MORE THAN 
100 ILLUSTRATIONS — SUBSTANTIAL CLOTH BINDING 
— DETAILED DESCRIPTIONS AND DIAGRAMS FOR 
EVERY KNOWN DRAPE — EXAMPLES OF DRAPE EVO- 
LUTION — CHAPTERS ON MERCHANDISE KNOWLEDGE 
DISPLAY DEPARTMENT OPERATION — COLOR HAR- 
MONIES WITH FAMED KOERBER COLOR CIRCLE — 
DRAPING EXAMPLES FROM WORLD’S FOREMOST 
DIRECTORS OF DISPLAYS 
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An Illustrated Text Book Supreme 


‘ow first and only authentic text book ever presented in the interest C7 
of draping for mercantile display. An illustrated treatise on the D R \ 

most essential phase of modern display, comprehensively and exhaus- ! 

tively presented by the world’s best known authority on Drapery and 

Draping. The author, Mr. Koerber, introduces, illustrates and graph- MERCA\ 

ically covers the evolution of every known drape since 2000 years 

before Christ. No topic allied with the general subject is omitted in Je rom 

this brilliant text presentation. 


I $0 


Price 
Ready for Delivegiiter 1 


I BOOK ORDER BLANK i } ORDER YOmPY T 
| 1923 


The Display Publishing Co., , oe 
Cincinnati, Ohio | - | 


Gentlemen: Enclosed find money order for $3.00 for one copy of ING, together with a year’s spn to 
The ART OF DRAPING, by Jerome A. Koerber. Ship to the following f PLAY WORLD at a cash savilgp0—I 
address: 


i Name 
Address A a 
° i ye 

city a. The Displaffblis 
NOTE—If remittance is by check 10 cents must be added for exchange. : 

a RS A A A A a a «4d 1209-11 Sycamore Street 











If you are already a subscrilfbscrips 





















THE DISPLAY WORLD 


IRAPING” Is Here! 


ciplil Practice of Correct Draping for Mercantile Purposes 
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A Unique Contribution to the Display Profession 
"athe by the world’s leading exponents of the display pro- 


N (4 fession, the importance of draping as the major essential in all 
display work, this book, The ART OF DRAPING, will prove a dis- 


tinct contribution to the profession and serve as no other text has 






ISPLAY ever served in the accomplishment of display perfection. The author's 





illustrious contribution places at the disposal of displaymen and dec- 
orators an authentic and limitless source of display ideas supported 
with directions for perfection in adaptation. 
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With the New York Displaymen 


International Silk Exposition is big attraction for displaymen — A 
glimpse of this gorgeous spectacle—Macey’s observe 65th anniversary 


By WILLARD D. HART 
Special Correspondent, The Display World 


<THE Second International Silk Exposition— 
BN) what a misfit name that is, when one considers 
[-@ || its splendor and magnificence. That title calls 
for a more explanatory sub-titl—one that will give 
the reader an insight into the thousands of beautiful 
and mysterious nooks and corners of the Grand Central 
Palace, where the event was viewed last month. 
~ The always pleasing atmosphere of the Orient with 
its intriguing and symbolic charm predominated in the 
majority of the individual exhibits, while the Byzan- 
tine art was the foundation upon which Howard Green- 
ley, architect and art director of this stupendous spec- 
tacle, built his symmetrical structure. 





Aside from the artistic angle and the splendor of 
the exhibit from a panoramic view, interest was created 
by the hundreds of- exhibits that contained unusual 
ideas. The fact that one exhibit contained $250,000 
worth of silk ; that another had a landscape of silk con- 
taining more than 1,000,000 pieces, made the show still 
more appealing to the general public. 


Hardly a speck of wall space was discernable. Ev- 
erything possible was covered with silk. Even the ceil- 
ings were hidden by a stretch of silk which was illumi- 
nated by lights from behind. The silk made a great 
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arch across the Palace interior, and in following its 
course one could not help but see the exterior of the 
exhibits located on the mezzanine, with the names of 
the exhibitors plainly painted on the outside of the 
booths. Batik silk hung in a long, cylindrical effect 
formed interesting shades over the lights. 


It was extremely difficult to pick out any one ex- 
hibit as the most beautiful or attractive. Naturally 
those booths that had some unusual idea or spectacular 
tone to them drew the most attention, while some that 
featured fashion promenades on live models also drew 
many admirers. 


The butterfly was the inspiration for many displays, 
although the peacock stood out in bold relief in one 
booth. One beautiful butterfly of twill silk was fea- 
tured by the Wiedmann Silk Dyeing Co. This butter- 
fly necessitated the use of $10,000 worth of silk. 

From the point of size the Cheney booth took the 
lead. This booth was the one that featured $250,000 
worth of silk and covered a space about thirty-five feet 
wide and ran the entire length of the building. This 
exhibit was composed of a series of rooms in different 
period styles, each designed to represent the most bril- 
liant epoch of the country from which the inspiration 








Display of Dutch Silver by R. M. Hollister for Kinney & Levan Co., Cle 


veland, Ohio 
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Unusually attractive mats of various shap-s 
are widely used in making windows attrac 
tive. You see one illustrat2d. The effect is 
always interesting; and making them is easy 
with Cornell 
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Attractive inexpensive FLOORS 


| for your windows 


ve know what unusual display effects are produced with 
attractive floor blocks. They’re the most practical floor cover- 
ing; distinctive; draw attention of the most favorable kind. They 
make better-looking displays; better paying windows. 

There’s an easy, inexpensive way to make good-looking floor 
blocks—use 





It’s the ideal material for this work. It looks well; it’s serviceable; 
it is very simple to handle and work with—saws easily and holds 
nails solidly. It stays flat—keeps its shape because it’s triple-sized, 
to resist moisture. It takes paint or any decoration readily, with- 
out any preparation, because it’s thoroughly primed at the mill. 
And it’s pure wood, all through. 


You'll like the results you get with Cornell. 


CORNELL WOOD PRODUCTS COMPANY 
State-Lake Building, Chicago, Illinois 


How to make good floor blocks with Cornell-Wood-Board 





Cut blocks of the desired shape, from panels 
of Cornell- Wood-Board. Bevel edges of the 
blocks with a grindstone or mat knife. 
Several methods of decoration are possible. 
Flat tone decoration requires no suggestions. 
Cornell Board is ready for paint; just put on 
whatever color you select. Good effects may 
also be produced by using two or more tones, 


alternating the different colored blocks. Con- 
ventional designs are good. They're easily 
made with stencils. 

More pretentious effects are mosaic and 
marble. They require more time and care; but 
the excellent results they give will repay for 
the extra time and effort. 


This is the second of a series of six advertisements on easy, panied methods 


for making your windows more attractive. You'll probab 
whole series. They’re full of worth-while facts and ideas. Look for them. 


y want to save the 
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was sought. The governing theme was the Grand Prix 
ball held in Paris last June, the subject of which was 
the reception of a Persian embassador at the court of 
Venice during the eighteenth century. This was rep- 
resented in particular by the Venetian room. Other 
rooms were La Galerie Francaise, the Barogue room, 
and the print room. The Barogueeroom collection was 





Joe Hamberger’s Display for Bloomingdale Bros., N.Y. 


symbolized by a large allegorical figure, “Silken Mag- 
nificance,” done by the sculptor, Leo Lentelli, and was 
draped with a gold fabric from the Cheney looms. 
Facing this statue, at the other end of the galleries, was 
a silk so treated as to have the appearance of a stained 
glass window protected by a wrought-iron grill, and 
illuminated from without. 

An exhibit that epitomized better than any other 
the spirit of strangeness, of mystery, of fantasy that 
was created by the exposition as a whole, was that of 
Schwarzenbach, Huber & Co. It was especially fitting 
that in this Byzantine setting that represents the inter- 
mingling of the Christian West with the Pagan East, 
they should erect for “Her Lady, Queen of Silk and 
Patron Saint of Silk Fold” a temple and shrine on the 
dedicated grounds of the silk fair. They had made a 
fairy place called “Blackbrookland” (a translation of 
Schwarzenbach) in which were mulberry trees (made 
of silk), their branches drooping with great liken flow- 
ers or leaves, among which hung soft red and blue lights 
that illuminated the booth with an odd radiance. The 
queen sat in a silk-robed temple, surrounded by good 

‘spirits, the Graces, which brought her offerings over 
the flowered lawn. Along with the fairy tale of the 
silk court was told the history of the growth of the 
firm, which in six years will celebrate their 100th anni- 
versary. 

The chief feature of the H. E. Mallinson Co., Inc., 
booth was a super-life-size replica of an Indian ele- 
phant. In the exact center of a spacious court which 
he occupied all to himself, he stood on an imposing 
pedestal flanked by great golden lanterns. On his back 
he carried an immense pagoda in polychrome and gold. 


The whole figure was profusely draped in the richest 
of silks in a gorgeous display of color. Forming the 
two ends of the court, a sort of outer sanctuary and in 
full keeping with the Oriental spirit of the deification 
of the elephant which was so aptly symbolized, was a 
series of magnificent screens which supported rich 
silken canopies effectively draped. 


Beneath these screens were seated living models, 
silk clad and representing the imperial and regal reti- 
nues bringing tribute and paying homage to the ele- 
phant god. Offerings of precious and beautiful silks 
and other objects of Oriental favor completed the pic- 
picture. 

The Susquehanna Silk Mills closely followed the 
spirit of the big general design in a rich and dignified 
salon in Indo-Moorish style copied from an Indian 
temple. The exterior had the effect of carving heavily 
encrusted. Arched doorways and window space. gave 
a view of its long gallery as one passed down the aisles 
of the mezzanine floor. A view of the interior showed 
models promenading through the silk-hung room in 
gowns and sports apparel designed by leading houses 
from some of the firm’s latest materials. 

The decorative background made a lavish display 
of silk which suppressed the commercial aspect and 





A Glimpse of the Corticelli Silk Co. Booth 


made the heavy upholstery silks and the lighter dress 
materials, several of which were new for the show, 2 
well blended ensemble that impressed by its beauty 
and restraint. This exhibit was typical of what can be 
done to create a silk atmosphere without unduly stress- 
ing any one article. Decorative accessories; like floor 
cushions, gave an added touch of luxury to the setting. 

An interesting note concerning the exhibit of the 
Johnson-Dowdin Emmerich Co. booth was the fact 
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that every piece of ribbon used in the display was man- 
ufactured in their own mills and every novelty shown 
was fashioned in their own workrooms. A special fea- 
ture of this booth was the unusual lighting system 
which simulated daylight. The lights themselves were 
attractively shaded by four enormous pagoda-like 
frames covered with reproductions of the designs cre- 
ated for Johnson-Cowdin jacquared ribbons. The posts 
were also concealed by manifold screens, each side of 
which represented one of the original designs from 
which jacquards has been produced. The entire ceil- 
was composed of a canopy of ribbon hanging in 
streamers from a center cluster to each of the four 
sides. 


“Moon Glo” Scores Hit 


A Migel, Inc., scored a hit with the reproduction 
of their trade-mark, ““Moon-Glo.” The effect of moon- 
light on water was the most noticeable thing in one of 
their kiosks, and the name of the silk was but faintly 
treced with light in an upper corner. The manufac- 
turer’s name was omitted, permitting the observer to 
get a thrill of satisfaction upon recognizing the trade- 
mark. 


Rich simplicity formed the keynote of the Weens- 
ler Barber Silk Co. booth, which had been the subject 
0! highly favorable comment. The walls of the booth 
were draped in gray. The ceiling was composed of 
material in a dark mauve shade, drawn from all cor- 
ners to a rosette at the center. 


The steps around three sides of the booth were 
silvered, and that color was used for the archway, 
where it contrasted with bands of black. Back of the 
archway were hung folds of gold-tinted cloth, against 
which was a life-size marionette, seated on a golden 
throne and draped with Wexbar silks, which cascaded 
down the steps to the floor. This figure was lighted by 
lamps concealed behind the archway. The head and 
hands of the figure were in constant motion and a large 
train of deep red material flowed down the stairway 
and onto the floor. 


Zenitherm—a New Background Material 


A new background is being introduced in the local 
Vicinity. At the last meeting of the New York Metro- 
politan Display Men’s Club, a company representative 
lectured on Zenitherm, a new background material. 
This is a fine imitation of caen stone and travartine 
marble. 


When show windows became more in ‘vogue at the 
end of the nineteenth century, very little attention was 
paid either to the background or to the amount of 
space necessary for proper display. Backgrounds were 
usually made of some dark wood in the higher grade 
stores, or sometimes entirely of glass; only in the last 
ten years has the development of display advertising 
come to such a degree to cause displaymen to delve in 
the mysteries of light reflection coupled with architec- 
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Window Trimmers, 
Sign Writers and Retail 
Salesmen .Wanted 


The J. C. Penney Company, Inc., needs capable 
salesmen for managers of its new stores. We offer 
to window trimmers and sign writers an opportunity 
to become salesmen, with the ultimate object of be- 
coming managers of our retail stores in which you 
would own a one-third interest—paid for out of the 
profits of the business. 


If you are between 25 and 35 years old, have good 
habits, can give us the highest references and have 
some selling experience in small or medium size de- 
partment store, or in general store work in special 
lines—either clothing, shoes or drygoods, 


We Want You 


While of course we want to secure the very best 
experienced men, we are not expecting the superman. 
Experience has taught us that some of the greatest 
successess come from the ranks of average men. We 
believe that every man has within him “that some- 
thing” which will lead him to success if properly 
guided and given the right opportunity. Limited 
experience, plus character, a lot of ambition, indus- 
try and a desire to achieve are the prime factors we 
are looking for in young men. Investigation will 
prove that this is an exceptional opportunity. 


The investment of money is not necessary for your 
success with us. The financial backing of our com- 
pany is ample. What we need are young, healthy, 
vigorous and capable salesmen who are determined 
to go to the top while they have youth and energy. 
We pay you while you are proving your ability. 


Here is our proposition outlined briefly: 


‘Men come to us first as retail salesmen in one of 
our stores. During the period of proving their ability 
they learn the greater possibilities of co-operative effort. 
Their progress depends upon their ability and effort. 
As our new stores are opened, the managers are selected 
from our sales force. 


When a man makes a success of the management, 
he is sold one-third interest in a new store and becomes 
its manager. He may afterward acquire a partnership in 
other stores which are the outgrowth of the one in 
which he first received a financial interest. To those 
who do not possess the capital to purchase a one-third 
interest in a new store, the money is loaned by the J. C. 
Penney Company and is repaid from subsequent profits 
of the store. 


The J. C. Penney Company, started in 1902 with 
one store, now operates 371 stores in 29 states, selling 
dry goods, shoes, clothing, for men women and chil- 
dren, and kindred goods. Our cash sales for 1922 
amounted to $49,000,000. Plans are now being made 
to open quite a number of additional stores this year. 
If you have had experience in one or more of the 
above lines, it is to your interest to investigate our 
plan. 


Write today for our booklet, “Your Opportunity,” 
which fully explains our plan. Give your age and 
number of years’ experience in our lines of merchan- 
dise in your first letter. We may arrange for a per- 
sonal interview later. All correspondence strictly 
confidential. 


Address your letters to 
J.C. PENNEY COMPANY, INC. 


Wm. M. Bushnell, Manager of Employment, 
Star Building, St. Louis, Mo. 
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SIGNS OF THE TIMES 


AS YOUR NEAREST NEWSDEALER 


Member Audit Bureau ot Circulations 
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Published Monthly 





MOST PROMINENT NEWSSTANDS 
carry SIGNS OF THE TIMES each 
month. If they are sold out they will 
be prompt to order a copy for you, for 
SIGNS OF THE TIMES is handled by 
the American News Co., and _ its 
branches throughout the country. 


Some readers place a standing order 
with their newsdealer for a copy each 
month. 


Or you can subscribe through your 
newsdealer and he will have your copy 
mailed to you each month to your home 
or business address. 


Day by day SIGNS OF THE TIMES is 
growing better for the show card writer, 
the poster artist, the background artist, 
the sign man, the letterer. 


$3.00 a Year—$3.50 in Canada 
30c per copy. 


The SIGNS OF THE TIMES Pub. Co. 
1209-11 Sycamore St., Cincinnati, Ohio 














tural beauty. In consequence of this exploration into 
new territory, it was found that while light painted 
woodwork can make a very pretty window, the artistic 
effect was insufficient for the better class stores. Then 
came the use of genuine marble and caen stone, fol- 
lowed by imitation marble and imitation caen stone, 
and now “Zenitherm” is being introduced. 


Zenitherm is composed of magnesite, wood shay- 
ings and a patented binder; the magnesite is calcined 
according to a formula, and after mixing, which is 
done by hand, due to the peculiarities of the mixture, 
it is pressed under hydraulic pressure of 2,500 pounds 
to the square inch and is held under this pressure for 
twelve hours, thus producing a slab of variegated 
shades and textures. The surface is indented similar 
to travertine marble. It resists both heat and flame 
and is non-hygroscopic; it will not warp, shrink, er- 
pand or check. It is durable and, it is claimed, im- 
proves with age. No protective paint or coating is 
required. It retains its beauty and interesting qualities 
permanently. Zenitherm looks like stone but is worked 
like wood, and can be sawed, nailed or screwed and 
may be installed by carpenters. It is made in various 
stock sizes and colors of mottled, brown, black, and 
red. It will also be made in any special color desired. 


Changes in Arnold-Constable & Co. Store 


Arnold Constable & Co., which recently changed 
hands, opened their new Salon of Dress on the 
third floor on the first of this month. The salons 
are the latest in fixtures and beauty, with Louis 
XVI period carried out through the floor. 

As you step off the elevators, both sides are 
flanked with quarter-circle, full-form display cases. 
The main salon, Louis XVI in style, with its two 
rows of columns each of which is-encased with 
delicately carved dull gold mirrows and beautiful 
quarter-matched walnut panels, presents an open 
floor area of over fifty feet wide and one hundred 
and seventy feet long. Comfortable Louis XVI 
chairs and benches are conveniently placed through- 
out the salon. 

Opening off from this are three generous day- 
light selling areas, one devoted to women’s and 
misses’ gowns, another devoted to women’s and 
misses’ suits and another to furs. Carefully 
worked out vistas are apparent at every turn, gen- 
erally terminating in a full-form illuminating dis- 
play case; some are glass cases projecting into 
the room and some are flush display cases with 4 
gracefully curved Louis XVI arch motif at the top. 

Turning to the right as one gets off the elevator, 
passing the wrapping service counter, one comes to 
the sport shop set apart from the main room with 
an entrance formed by two huge form displays. 
The sport shop is carried out in English manner, all 
in cathedral oak with a cylindrical of typical Gothic 
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fret work in the cornice used in connection with 
English metal glazing in all cabinets and windows. 

Directly opening from the sport shop are four 
generous fitting rooms or selling alcoves, each con- 
taining conveniently located mirrors and having 
every accessory for the customer’s service. Further 
on comes the brilliantly illuminated blouse and 
sweater section. All of the merchandise in this 
section is carried behind plate glass and practically 
all of it visible to the eye. Some gowns are carried 
in cabinets with French doors—the more exclusive 
models being held in huge dust-proof stock rooms 
opening from the main salon, also accessible from 
the Colonial salesrooms. 


Effective Lighting System 


Natural daylight has been conserved for selling 
purposes. But, in addition to this, one of the most 
interesting features of the “Fashion Floor” is the 
unique system of artificial lighting. The indirect 
scheme, never before attempted on so large a scale 
in an interior of this type, gives an atmosphere of 
refinement not possible with any other system. 

Individual, single piece, silver mirror X-ray re- 
flectors are carefully concealed in the tops of cases 
at such points as to direct the light uniformly to 
the ceiling. A total of some two hundred units thus 
concealed is supplemented by a number of art lamps 
worked in through the center of the room, each 
equipped with a Curtis Adapter with reflectors con- 
cealed within the shades. Thus without a ceiling 
fixture and with all sources of light well concealed, 
there results a beautiful diffusion of light over the 
entire room without the glare and objectionable 
shadow so often found in retail shops. There is a 
mystery and fascination in the lighting that adds 
much to the beauty of the entire interior. 


In addition to the daylight selling areas open- 
ing from the main floor there are thirteen generous 
fitting salesrooms worked out in the Colonial and 
Georgian periods in delicate enamel tones. These 
rooms all have daylight and are more than mere 
fitting rooms in that they are large enough to con- 
veniently seat several customers for the purpose 
or showing the gowns and exclusive models with a 
greater degree of privacy than would be afforded 
on the main floor. Another advantage is that if the 
customer would like to try on any of the gowns 
shown, she can do so with the same privacy afforded 
in the usual fitting room and with much greater 
comfort. The furniture in the fitting rooms is very 
carefully carried out in the various Colonial periods 
in the same way that the furniture on the main 
floor is carried out in the Louis XVI period. 

The display department at R. H. Macy & Co., 
Inc., has been divided into two sections. A. W. 
Malet, who in the past has: been display manager 
is now administrative director of the department, 
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Display Racks 


Give Your Merchandise a Chance 


SX Racks are the best store improvement you can 
make. They will enable you to give customers the 
quick, satisfactory service which wins trade. 

Let us show you how SX Racks Pull Profits. We 
ship our Racks on trial, use them ten days in your 
store and if not thoroughly pleased, satisfied, send 


them back at our expense. 





Lot 5X, for Shirts, 
Underwear, Fancy 
Vests, etc. Adjustable 
from 2 to 14 inches 
wide; 6, 8 and 9% in. 
heights. Per doz., all 
finishes, $24.75. 


S-X Display Racks 
are made in many sizes and styles, 
for many kinds of merchandise. They 
are finished in Nickel, Oxidized Cop- 
per, Statuary Bronze and Gun Metal. 





Lot SX, for Ties, Belts, Gloves, Sox, etc. Opens from 
Y% to 4 inches at rear, % to 6 inches at front, 3, 4, 
5, 5% and 6 inch heights. Per doz., all finishes, $16.75. 
Lot DX, same as Lot SX except that it’s double sec- 
tion. Per doz., $27.50. 


Send for Catalog 


Sylvan Specialty. Shop 


553 W. LAKE STREET 


CHICAGO, ILL. 
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now called decorating department. I. C. Eldridge, 
formerly connected with an interior decorating 
studio is art director. Mr. Malet looks after the 
details of the department and Mr. Eldridge directs 
the art and display work. 

Under the direction of Thomas V. Gould, vice- 
president of Oppenheim Collins & Co., Brooklyn, 
a slogan contest through the daily newspapers and 
a window display contest to be participated in by 
the various retail stores is being inaugurated as the 
first step in an extensive “Buy in Brooklyn” cam- 
paign. The drive is fostered by the Sales Council 
of the Brooklyn Chamber of Commerce. Coupons 
offering $500 for the best slogan boosting the “Buy 
in Brooklyn” idea will appear in every Brooklyn 
~paper and New York papers running special Brook- 
lyn editions. For the best dressed windows in the 
borough the Council is offering five cups, and blue 
ribbons will be awarded during the Brooklyn Indus- 
trial Exposition for the best displays of “Made in 
Brooklyn” merchandise. 

The Broadway windows of R. H. Macy & Co., 
Inc., during their recent 65th anniversary sales 
were a source of unending interest to practically 
every passer-by. One of the most absorbing dis- 
plays of three shown, was the first delivery truck 
used by the firm in 1858. A sign pointed out that 
only trunks and similar merchandise were delivered 
and such deliveries were confined to a radius of one- 
half mile. The tiny “push-cart” of the sort now 
used by fruit vendors was strikingly contrasted 
with a photograph of the mamouth furniture 
trucks now 'used by the store. The background of 
this display was a detailed map showing Manhat- 


tan and adjacent territory, with Macy delivery 
routes and sub-station marked in red. 

A second window of particular interest to the 
woman shopper showed a favored style of 1858, and 
a third window was used for a rather dignified an- 
nouncement of the current sales event going on in- 
side the store. A large white poster with a solid 
black background was employed for the purpose. 

More than 250 attended the second annual din- 
ner dance and entertaiment of the New York 
Metropolitan Displaymen’s Club, held on Washing- 
ton’s Birthday, February 22nd, at the Hotel McAlI- 
pin. The affair proved to be one of the most suc- 
cessful ever held by the local displaymen. 

Jerome A. Koerber, display manager for Straw- 
bridge & Clothier, Philadelphia, was guest of honor. 
Mr. Koerber made a short address praising the ad- 
vancement of the display profession. John J. 
Cronin, display manager for L. Bamberger & Co., 
Newark, N. J., and president of the Metropolitan 
Displaymen’s Club also spoke. 

Edward Munn, display manager for Franklin 
Simon & Co., was chairman of the entertainment 
committee. L. McArdle, Orkin’s; R. Dougherty, 
Bedell Co.; George Wihlborg, Worth’s; A. \W. 
Malet, R. H. Macy & Co., and Willard D. Hart, 
special corespondent for The DISPLAY WORLD, 
formed the program committee. 

The entertainment consisted of the R. H. Macy 
& Co., famous male quartette and the Macy Jazz 
Band, Miss H. Bunker and J. Davies of that store, 
Sailor Bill Reilly and F. McElduff, of Franklin 
Simon & Co., and Miss Fritzie Costurn, of Bloom- 
ingdale Brothers. 


0<00<— 00000 


DISPLAY DEMONSTRATION FEATURES 
ADVERTISING CONFERENCE 


P. S. Williams, display manager for Scruggs-Vander- 
voort & Barney, St. Louis, Mo., has a prominent place on 
the educational program of the Merchandise Institute, 
held recently in conjunction with the conference of the 
Seventh District Associated Advertising Clubs, meeting 
at Hotel Statler, St. Louis. 


Mr. Williams demonstrated the trimming of a window 
with spring silks. In this display, which was made on a 
section of the platform representing a small window, Mr. 
Williams placed the silks over supports about six feet high 
at the back of the window and draped them to the floor. 
In the center of the window, on a support four or five 
feet high, he placed a woman’s spring hat, in a color that 
harmonized with the silks shown. Midway on this center 
support was fastened an umbrela and a pair of gloves, 
both fitting in the general color schemes. A purse was 
laid on the floor at the bottom of the center display. 

In the discussion which followed the demonstration, it 
was pointed out that the hat in the foreground was an 
important part of the display, for it compelled the atten- 
tion of every woman. Next to the human face, a hat is 
the most personal part of one’s appearance, it was said. 
In addition, the hat, together with the umbrella, gloves and 


purse, caused the woman who saw them immediately to 
get a complete picture—and this picture was always cen- 
tered on herself. 

Mr. Williams was asked whether price tickets should 
accompany such displays. He answered that price tickets 
were always good salesmen, but that, except in the case of 
special sales, he preferred to indicate the price of the mer- 
handise by a single card placed on the floor of the window. 
In showing goods for sales or a number of qualities dif- 
ferently priced, it was sometimes advisable to mark the 
prices separately, he said. 





DECORATOR TALKS ON COLOR TO 
OMAHA MERCHANTS 


The merchants of Omaha, Neb., were recently addressed 
by J. E. Livingston, famed as an interior decorator. 


According to Mr. Livingston there is color in every- 
thing and everybody, and he showed vivid red, blue, and 
yellow that can be produced from.a dead appearing piece 
of gray lead to prove his point. 


“Everything that lives,” said Mr. Livingston, “absorbs 
co‘or vibration from the sun’s rays, and the law of dress 
harmony is merely balancing one’s own color with its 
complementary.” 
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Plush in Window Display 


Exquisite display tendencies of today due in 
measure to employment of plushes and velours 
—Qualities that make it popular 


IEING in popularity with artificial flowers, 

temporary backgrounds and specialty decora- 
tive pieces, and becoming more generally employed by 
displaymen, is plush, velour and velvet. Today no dis- 
play department is complete without a liberal quantity 
of these materials in a variety of shades. 

These materials may be termed as the most practi- 
cal and adaptable essentials of the display department 
—excepting, of course, fixtures—and today many strik- 
ing and effective displays are produced with plush or 
velour as the only vehicle of embellishment. It affords 
the ever-present means of injecting color and life, and 
on many occasions has been instrumental in putting 
the display over as a sales producer when lack of time 
would have prevented the making or purchase of any 
other form of decoration. 

The liberal employment of plush and velours in 
display is an evidence of the displayman’s appreciation 
for dignity and richness of effect, and where muslin 
covered or plain painted false backs were employed a 
few years ago we now have elaborate drapes and ex- 
cellently designed temporary backgrounds, panels and 
screens, plush and velour-covered. The practicability 
of the material plus its qualities of character, life, 
durability and adaptability, make it ideal for display 
purposes. 

Frequently the material can be used over and over 
again, in form of drapes, for puffing, background cov- 
ering, on screens, over plateaus, and for display rugs, 
and because of this utility forms, perhaps, the most 
efficient and economical item of window employment. 
It is also serving well as upholstering on fixtures and 
display furniture, this use of it usually coming after 
the plush has served in many capacities of decoration. 

It is advisable to have these materials on hand, and 
if one is in doubt concerning colors needed he can’t 
go wrong in having lengthy pieces of royal blue, pur- 
ple, grey, red, green, and gold. 





L. W. WOOD NEW DISPLAY MANAGER 
FOR LIPPMAN’S 
L. W. Wood is now display manager for Lippman’s De- 
partment Store, Hibbing, Minn., assuming the new duties, 
March lst. He was formerly engaged in the display pro- 
fession at Marietta, Ohio. 





WINS FIFTH PRIZE IN NATIONAL 
DISPLAY CONTEST 
The office supply department of the Pittsburg Head- 
light, Pittsburg, Kansas, has been informed of its success 
in the window display contest recently conducted by The 
Parker Pen Company. More than 3000 displays were 
entered by stores in all sections of United States and 
Canada. The Headlight display won fifth award and was 
arranged by C. C. Wheeler. 





THE DISPLAY WORLD 


> 
_— 








rz a= 











Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


« HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 


SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 



























































Be YOUR We 
We DISPLAY CARD : 
iE Outside Size, 15225 Inches 








Insures attention to your displays because of its 
novelty and attractiveness. Equipped with metal 
easel—will stand on counter or fixtures, Fine for 
use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 
paint. 


SEND FOR PRICES 





48 E. Fourth St. St. Paul, Minn. 
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Pacific Coast Display Notes 


Clearance sales prominent during month—Big industrial show uses 
windows to material advantage—Grote-Rankin expands 


By DAVE E. ANDERSON 
Special Pacific Coast Correspondent 


HILE clearance sales occupied most of the at- 
tention of displaymen during the weeks just 

<#59] past, several inspiring displays were installed 
featuring the new Spring modes. This advance style 
indication with authentic color advices is much appre- 
ciated by the interested public, and the stores availing 
themselves of the opportunity to present early show-. 
_ings make a favorable and profitable impression on 
the public. Mountain haze, greens, tans, and browns 
seem to be strongest of appeal this season, and these 
colors will afford exceptional opportunities in effective 
window displays. 

The Northwest Products Association sponsored an 
“industrial show” in Seattle during the latter part of 
February that served to greatly impress all who visited 
its elaborate exposition. The entire fourth floor of the 
Bon Marche was utilized in the great showing of 
products made in the Northwest, and the Association 
availed themselves of the great opportunities afforded 
through display by installing exceptional displays in 
the big windows of the Bon Marche. Booths on the 
fourth floor were elaborately decorated and demon- 
strations were features that kept interested crowds con- 


ES 





tinuously before them. The window displays served 
to prove the contention that the public is interested in 
showings of products other than dress goods and mil- 
linery, and proved to observing merchants that there 
are great possibilities in the plan that will more gen- 
erally feature branded products in window display. 
The Groté-Rankin Company, Seattle, has just com- 
pleted extensive alterations at their big building, and 
with these improvements comes the announcement 
from officials that the store will be converted from an 
exclusive furniture store to a modern, fully stocked 
department store. Appreciating the advantages of dis- 
play space to the department store, ample consideration 
was given to this important matter at the time altera- 
tions were planned, with the result that Grote-Rankin 
Company will now have a perfectly designed and 
equipped series of display windows second to none in 
the Northwest. Window plans include new _ back- 
grounds and complete display equipment. Ralph Pfister, 
an artist of prominence in the display field, has been 
appointed to the post of display manager and will have 
as first assistant M. O. Evanston, recently with J. B. 
Wahl Co., Bellingham, Wash. Mr. Pfister was for- 





Display by Wade Hampton for I. Magnin & Company, San Francisco, California 
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merly in charge of displays for Falk ‘Mercantile Co., 
Boise, Idaho, where his work attracted much attention. 

C. A. Lawrence, display manager for Rhodes Com- 
pany, and E. B. Allebach, in charge of displays for 
The Standard Furniture Company, are exponents of 
the profession that are continually contributing to the 
high quality of Seattle displays, and each has put in 
many effective showings since the holidays. 

The month’s sensation in Tacoma comes in the 
announcement that Bert Smyser, nationally known dis- 
playman, has resigned his position at Stone & Fisher’s 
to become manager of The Mode Art Company, Ta- 
coma. Mr. Smyser’s achievements in the display field 
have been many and distinctive, and through his suc- 
cess has become nationally famed. He has the best 
wishes of & host of admirers, who will anticipate the 
same success that rewarded his efforts in the display 
profession. 

Mr. Jeromy is another Tacoma displayman to step 
into a new position, and recent reorganization of de- 
partment managers at McCormack Bros. Dry Goods 
Company brings Mr. Jeromy to the post of merchan- 
dise manager. 

Window alterations:are quite general in Portland, 
where new fronts are being installed at several big 
stores, while there is a noted inclination on the part of 
the smaller shops to take on more and better display 
space. Fahey ‘Brockman’s popular upstairs clothes 
shop is installing new staircase with display windows, 
and new backgrounds are being installed at the store 
of Hart, Schaffner & Marx. Removable panels form 
an important feature of these new backs designed by 
display manager Ira J. Doyle. 
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Display by J. E. Cook for Coulter Dry Goods Company, Los Angeles, California 
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The J. K. Gill Company, book and office supply 
store, has just moved into their new building with 
spacious and effective display facilities. F. D. Horse- 
field is in charge of the Gill Company displays. 

V. C. Turner, display manager for the Portland 
store of H. Liebes & Company, was the recipient of 
many commendatory references during the past few 
weeks, due to a unique display entitled “The Trapper’s 
Cabin.” In the background could be seen the trapper 
himself, examining his gun, while the foreground rep- 
resented the great outdoors, with logs, grass, moss, 
massive pine trees and a pool of water. 

Frank Maxwell, display manager for Frederick & 
Nelson Co., Seattle, Wash., recently returned from Los 
Angeles, whence he went to complete display arrange- 
ments for Spring opening. Mr. Maxwell, recognized 
as one of the outstanding artists of the Pacific Coast, 
never fails to present something unusual, and his 1923 
Spring windows are anticipated with a keener interest 
than ever before. Dave Starr, who directs displays for 
MacDougall-Southwick Co., Seattle, like Mr. Maxwell, 
ranks at the top and never fails to spring the unusual. 
This season Mr. Starr will have the added assistance 
of a complete new series of display fixtures. 





HAMBERGER DEPARTMENT STORE REPORTED 
SOLD TO THE MAY CO. 


Announcement comes from New York, that The May 
Department Stores Company has just closed a contract 
for the purchase of the Hamberger- & Sons department 
stores, Los Angeles. The purchase price is said to be 
approximately $8,500,000. 
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Chicago Monthly Display Review 


All in readiness for greatest Spring showings ever presented on State 
Street—Hillman’s introduce effective ideas in birthday observance 


By J. D. WILLIAMS 
Special Correspondent, The Display World 


openings of the State Street stores are in 
the various processes of installation, or 
near-installation. The windows at Field’s are closed 
—have been for several days—and will be for several 
more. Perhaps March 12th or 13th will be the 
right days for the out-of-town display men who 
habitually attended the State 
Street openings to plan their 
pilgrimage hitherwards. 

The Fair, however, is a step 
ahead of the calendar and their 
State St. windows are aglow 
today with Spring opening dis- 
plays. They have an attractive 
and effective series of back- 
grounds composed of a flat 
covering of tan fabric, resemb- 
ling poplin, with satin self-fig- 
ure pattern. This extends from 
the floor to the top of the win- 
dow background and is finished 
at the top with a gold carved 
frametwork, with polychrome 
decoration. A base-board of 
similar coloring is at the bot- 
tom of the background. In the 
center of the background in 
some of the windows is a dec- 
orative window effect looking 
out into a garden of spring 
flowers. The window-effect is 
the real decorative unit and is beautifully treated 
with silk drapes of harmonious and contrasting 
shades of tans, browns, rose and lavender. The 
curtains hang from a decorative support treated in 
polychrome. The display fixtures—a decorative 
pedestal and the one or two stands used in each 
window are also carried out in gold. A tall gold 
stand with vase of spring flowers is the floral con- 
tribution to the setting. The floor is of a plain rich 
brown carpet. Some of the windows have one dec- 
orated background window and others have two. 
The merchandise displayed are in the new spring 
colorings and consists of gowns, suits, millinery 
and silk fabrics in the newer style tendencies. 

The windows of the Boston-Store are devoted 
to a very timely and effective special display of 
silk fabrics, featuring unusual exhibits from the 
New York Silk Exposition. This, in colaboration 





say so little? 


S we go to press with this issue, the Spring. 


The Power of 
Display Suggestion 


Among the several attractive win- 
dow displays of Marshall Field & 
Co.’s Store for Men is one of light 
tan beaver hats trimmed with brown 
bands. Two bolts of brown suiting 
fabrics are partially unrolled, and 
draped with a studied, careless effect 
that offers the obvious suggestion 
for a happy combination—No card 
is in the window. None is needed. 

The average man attracted by 
this display of natural color har- 
mony goes and buys the outfit and 
feels that he really figured the idea 
out by himself. What other adver- 
tising can accomplish so much and 


From J. D. Williams’ 
Chicago Monthly Display Review 


with the “National Exposition of Everything in 
Silk,” observed by most all State Street stores. 

In the large corner window is a central figure 
sitting in the middle of what might represent a 
silk lilly with petals made of silk in many different 
shades. This figure represents “The Queen of all 
Silks” and is supplanted with other grotesque 
semi-Egyptian figures in the 
shape of drape forms with 
silks draped over their shoul- 
ders to the floor. 

The background is draped 
with several different patterns 
and colors of the Egyptian 
printed silks as is the fore- 
ground and the floor. It is a 
most comprehensive and im- 
pressive display of the vari- 
colored and_ vari-patterned 
printed silks that are at present 
so much in vogue, and the 
swarms of women of all colors 
and casts proved its popularity 
by their eager and interested 
attention. Egyptian _ back- 
ground treatment and similar 
set pieces completed the gen- 
eral effect of the display. The 
entire State Street windows 
were devoted to displaying 
these and other silk fabrics. 

Hillman’s windows at this 
particular time are attracting a great deal of in- 
terest through an unusual display policy for this 
store. This is their 24th birthday, and each of the 
windows along State Street are banked high with 
live ferns at either end and in the rear. In the cen- 
ter of the window is a huge birthday cake of three 
tiers topped with 24 electric lighted candles. The 
“cakes” were enlarged replicas of a regular birth- 
day cake and stood about five and one-half feet high, 
and were about the same number of feet in circum- 
ferance at the base. 

No merchandise whatever was shown in any of 
the windows; nothing but the big cake. A large 
sign in the center of the background above the cen- 
tral idea announcing “OUR 24TH BIRTHDAY 
SALL,” and a small window card at either side of 
the center unit in each window calling attention to 
certain elements of their business policy some 0! 
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which are quoted: “1899—FOR 24 YEARS—Our 
Aim: to serve, and to please our patrons at all 
times !”—1923. Our motto: “Dependable mer- 
chandise at lowest prices, quality considered—the 
store for everybory—the place to shop and save 
money!” Other policy quotations under the same 
headings were used in the different windows. 


Hillman’s Displays Unusual 


These windows were quite different from what 
one usually sees at Hilliman’s. They were interest- 
ing and attracted unusual attention from that fact 
alone. They were more interesting from the fact 
that they were used to display an idea instead of 
merchandise and put it over in a bigger way than 
could have been done in any other manner. People 
were attracted to the windows from across the 
street and crossed to see what it was all about. The 
cards told them. Other cards also told them of 
Hillman’s policy—one thing at a time—impressing 
the point while the individual was apparently satis- 
fying his or her curiosity. 

The windows of Carson, Pirie, Scott & Co., are 
resplendent with a wonderful showing of Spring 
fabrics. It is their “Spring Fabric Occasion” and 
the windows are ideally representive of the affair. 


abrics of clinging silk stuffs in the stronger 
solid shades; others in the pastel colorings; rough 
suiting fabrics in beautifully selected shadings of 
tan and light browns; white suitings in different 
weaves; Polo coatings; mesh fabrics in solid colors 
beautifully draped and blended. 
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E. H. Leaker Display for Sporting Goods and ‘Accesory Department, The Hub, Chicago 


Lox 


ALLL 





eae a see knees 38 ish. 


The backgrounds are the same as they have 
been in design (brought out three feet from the 
rear of the windows—covered flat—with the alcove 
effect in the center). However, they are newly 
covered just now with monks cloth of light tan 
shade. The floor covering is of brown carpet. The 
window cards are hand painted, featuring a spray 
of spring blossom with a filled-in dark background, 
and are neatly lettered in red with three words, 
“Spring Fabric Occasion.” 

These windows are of particular interest to dis- 
playmen who are concerned with draping fabrics 
and color blending—incidentally they aptly illustrate 
the idea of the “Spring Fabric Occasion” to the 
people of Chicago for Carson, Pirie, Scott & Co. 


Silks and Woolens Featured at Mandel’s 


Mandel’s windows are in keeping with their 
usual high standard and are featuring attractive 
displays of silk and woolen fabrics for spring ap- 
parel. Three windows in particular show beautiful 
displays of chiffon, taffeta silks, crepes in Egyptian 
and Grecian designs, camel’s hair and cloth suit- 
ings. Other windows feature blouses, millinery 
and dresses in new and attractive springtime colors, 
fabrics and styles. In all probability they will be 
more interesting a week hence when in their spring 
opening attire. The Wabash Avenue windows de- 
voted to men’s and boys’ clothing and furnishings 
are interesting and attractive. 

The windows of Chas. A. Stevens & Co., are at- 
tractive with displays of beautiful quality things 
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An 8-day electric Time Switch that 
operates four time a day, will ring elec- 
tric bells and operate motors on siren 
whistles in large offices and factories for 
starting and stopping work morning, 
noon and night. 


Seen 









The clock movement is equipped with 
an 11 jeweled Waltham watch escape- 
ment with chronoscape attachment which 
insures accurate time. 6 


A years’ guarantee with every clock. 
We specialize in automatic electric timing 
devices. It will pay you to investigate. 
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Nude art studies for the use of Artists, Sculptors 
and students, in place of the living model. Black 
and White Photos, 5x7 and 7x10 inches, sharp prints 
from original plates posed to get needed high lights 
and shadows. 
Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. E3 Boston, 11, Mass. 

















THE DISPLAY WORLD 


for women, There is such a concentration of dis- 
play windows here with the large island window 
and the many unit displays of such a variety of 
novelty things that women wear or want—that it 
is hard for a woman to get by the place without 
taking a trip through the lobby. 

The island window is full of all manner of 
dresses, frocks, hats, blouses in the prevailing Egyp- 
tian effects. The inside or lobby windows show 
some very attractive individual displays of shoes, 
silk negligees, silk fabrics, hosiery, sweaters, hand- 
kerchiefs and perfumes, lace collars, beaded bags 
and gloves—such articles when of good quality are 
decorative in themselves, and Stevens’ small unit 
displays get the greatest value from their space. 

Bedell’s windows are rather effective with a 
simple background unit of rich green chiffon draped 
from the top of the background to the floor at in- 
tervals, where the white plaster background have 
in-set panels. At the top of each green-draped 
panel is a garland of spring flowers and foliage in 
irridescent shades of pink, lavender, gray, and light 
greens. Some of the windows feature new spring 
apparel, while others feature special priced things, 
which is in keeping with the general merchandising 
policy of this firm. 

Harry Davis’ windows (Maurice L. Rothschild’s, 
if anyone need to know) are just about as you 
would expect them to be—neat, nicely-balanced, 
near-perfect displays of new spring clothes, hats, 
shirts and shoes, with nifty little pen-lettered cards, 
full of selling-talk, policy-talk, etc., ete. Windows 
that are the envy and ideal of every out-of-town 
displayman and merchant, as well as a not incon- 
siderable few in-town! 

The Hub windows are, and have been during the 
past month, featuring new spring styles in cloth- 
ing, hats, neckwear, shirts, etc., along with about 
an equal number of units devoted to special sale 
suits and overcoats. This policy gets ’em going and 
coming in that it takes care of the late “sale” buyers 
as well as the early spring shoppers; and besides 1s 
in keeping with the alternating spring and winter 
weather of Chicago at this time. 

Some of the new spring display units of suits 
show three different models with a small ticket 
neatly lettered with twelve to fifteen words descrip- 
tive of the model, style, fabric, wearing quality and 
price on each suit. Reads well, doesn’t look bad, 
and ought to get results. 





Thomas J. Hay, distributor of Chandler Motor Cars, 
has devised an unique window display in his Chicago sales- 
rooms with a new Chandler Pike’s Peak model as the 
center of attraction. By means of a black velvet curtaif 
a perfect background is provided to set off the brilliant 
model under illumination at night. A view of Pike’s Peak 
has been drawn on the window, the illusion suggesting 
the ascent of the car up the steep incline. 
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Special Display Furniture 


Individual window pieces demand perfection 
in design and workmanship—Importance in- 
sists on true interpretation of subject or period 


ITH the advent of each new season the more 
We aan employment of specially designed and 
constructed furniture pieces is apparent in window 
displays. This addition to display properties consti- 
tutes a valuable and practical adjunct to the display- 
man’s program, and is being employed to decided ad- 
vantage. 
As stated in a previous article, there is perhaps no 
better or more practical assistant in the list of display 





A Special Window Piece by A. V. Fraser 


essentials and decorations than these furniture’ pieces 
when correctly conceived and constructed; but if the 
display is to be authentic, perfect of composition, con- 
struction and theme, it is necessary that those items 
making up the whole be perfect in construction, com- 
position and interpretation. 

Comparatively few: displaymen maintain depart- 
ments the facilities of which will allow of the construc- 
tion of these highly artistic furniture conceptions, and 
unless the facilities are present, including expert wood 
turners, carvers and finishers, it would be best not to 
undertake the difficult and extremely important work 
of special furniture making. Indeed, it is questionable 
whether there is such a department operating today 
as a part of the display division; but granting that 
there are a few, the fact still remains that elegantly 
made and finished period or conventional furniture 
pieces demands the attention of experts from the de- 
signing to the finishing. 

Granting the fact that some displaymen include the 
artistic skill and knowledge that might conceive and 
design truly artistic things, and which skill and know- 
ledge is capable of perfectly interpreting period influ- 
ences, it is generally found that imperfections, some- 
times flagrant violations of principles and theme, are 
evident, not in the design, but in the construction. This 
is ample argument favoring master workmanship as a 
means of accomplishing the perfectly finished object. 
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Window Displays 


| that 
Mean Business 


That’s What We Furnish 





Backgrounds made up with 
our Novelty Papers, Artificial 
Flowers, Novelty Plaques and 
Decorative Units are sure “‘busi- 
ness-getters.’’ 


THE WONDER OF THE AGE 
THE ACME REVOLVING TABLE 


Get in touch with us. 


Doty & Scrimgeour Sales Co., Inc. 
30 READE STREET NEW YORK 

















Wood Display 


Specialties 





DISPLAY SCREENS 
ADVERTISING FRAMES 
SHOW CARD SUPPORTS 
COUNTER DISPLAY CASES 
DISPLAY RACKS 


FOR 


Miami Manufacturing Co. 
PERU, IND. 
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Display Expenditure as Investment 


There is profit in display essentials notwithstanding what the manager 
of budgets may say—It is measured in the utility of that essential 


By ELLSWORTH H. BATES 
Display Manager, C. W. Klemm, Inc., Bloomington, Il. 


OO often is the 
storekeeper or the 
director of store 
appropriations prejudiced 
against a regular budget 
system for the display de- 
partment for the frequent 
evidence of wastage of 
poor buying. That buying 
sense that would have con- 
sidered greatest value for 
money expended has too 
frequently been conspicu- 
ous because of its absence. 
I do not favor cheap grade 
decorations, but the point I wish 
to establish is this: To evidence 
ability, the power to direct ex- 
penditures in his department the 
displayman must prove through 
the exercise of good judgment in 
buying that essential required of 
any other department head en- 
trusted with department expendi- 
tures. 

Good buying judgment in the 
display department means noth. 
ing dissimilar to good buying ir 
any other department. It is the 
ability to foresee possibilities ir 
the items purchased and buy at the price that will allow 
the reasonable profit. Perhaps it is unusual to talk 
about buying essentials for profit in the display depart- 
ment, but when the character of the items are consid- 
ered, together with the duty of them, we must consider 
satisfactory utility as fair profit. 

The value of a fixture or decoration may be ascer- 
tained according to the efficiency and service it ren- 
ders, and if one style of fixture or certain decoration 
serves better and longer than others, then surely its 
utility must be granted as more efficient. It is right 
here that I want to illustrate my subject. 





Ellsworth H. Bates 


tinctive honor. 


As I said before, I oppose expenditures for cheap. 
taudry decorations, and I desire to emphasize the ad- 
visability of selecting and purchasing artistic and qual- 
ity display properties. Particularly do I advise quality 
purchasing at opening time, or to be more correct, fo1 
openings. 

While the likes and dislikes of displaymen are a: 
varied as the preferences of men of any other profes- 


Ellsworth H. Bates is one of the 
few national display champions and 
his displays are constant evidence of 
the skill that brought him this dis- 
In this article he 
discusses a much neglected topic 
and urges wisdom in buying as a 
means of more efficient displays. 
He declares that there is a decided 
advantage in buying quality pro- 
ducts following a diligent study of 
all contemplated display plans. Util- 
ity, the determining reason in qual- 
ity buying in display department. 


sion, I have always found in display work that judi- 
cious employment of plaster and wood and composition 
relief work most practical, effective and economical. 
This statement may create a murmur among those men 
who make their own settings, or from those whose 
means of buying are confined to less expensive items, 
but these oppositions will invariably be made before 
sufficient thought is given to the assertion and before 
consideration is given to the important quality—utility. 

For example, on another page is presented a series 
of displays, some of these settings several seasons old, 
some comparatively new settings; yet it is a fact that 
every setting, each display foundation, is but a new use 
of an old decoration, purchased not seasons, but several 
years ago. Your close scrutiny 
of the displays is solicited, and, 
having studied them, ask your- 
self if you can’t now appreciate 
the logic that advises the pur- 
chase of quality decorations pos- 
sessing the essential of utility. 

The displays illustrated were 
used over a period including sev- 
eral seasons, always new in finish 
and embellishment and employed 
in a manner far removed in style 
or application from each pre- 
vious treatment. So successful 
have we been in this plan, and 
so carefully do we insist on va- 
riety of treatment and color scheme, that the shopping 
public of our city has generally failed to associate any 
particular display with another that has been previously 
used. That is, the properties have always impressed 
as new, though we are proud of the impressions made 
by our displays, which leave a lasting impression with 
those who view them. 

So I offer in the interest of displaymen the 
thought that it is invariably to the advantage of the 
merchant and display manager to properly appraise 
the real value of display essentials and decorations 
as measured in qualities of practicability, beauty 
and utility. By this I do not suggest radical or 
expensive buying, nor do I favor cheap buying—but 
that method of making purchases that gives great- 
est value for money expended, and invariably this 
results when quality products are bought for em- 
ployment in the functioning of perfectly planned 
display schedules. This system will invariably prove 
profitable in greater display efficiency. 
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fore The illustrations above evidence the possibilities in display settings. The display on the left was made 
lity. with the same properties as employed in the window shown at the right, several seasons after their 
original introduction. 














Ties 
old, 
that . ‘ 
use 
eral 
tiny 
and, 
yur- 
‘late 
yur- 
)0S- 
y. 

yere 
sev- 
nish 
ryed 





tyle Here we see another employment of the original 
pre- plastic and wood-relief background. A_ large 
sful hand-painted tapestry was used in central back- | 


ond ground, with block floor and new color scheme. 
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Two more displays evidencing clearly the possibilities of vers«tiie adaptation in quality decorations. 
anal It will be noted that each is a high-grade display presentation, with no evidence of monotony in the 
ned treatment of setting or arrangement. 
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Correct Show Card Writing 


Card writing has been made easy by the constant development of the 
art by present-day masters 


By B. A. RAINWATER 
Master in Card Writing, St. Louis, Mo. 


S THIS opportunity is mine for saying some- 
thing for or against show cards, I shall en- 
deavor to de for others what I one time wished 
others to do for me—that of just giving me the pitch 
to which I might tune my eye for 

proper show card expression; The Display 
for without the eye we would 
have no use for pens, brushes or 
fingers, and from behind the eye 
comes the infinite brain force of 
ideas which eventually form de- 
signs of various styles. 

As this is the first of a series 
of articles to be written in trying 
to exhaust the important ele- 
ment of practical show card writing, I feel more like 
introducing certain thoughts relative to the subject in 
preference to exhibiting primary letter-forming strokes. 
To tune a violin there is a standard pitch to key with, 
and you must have the ear with which to tune if you 





HAT SHOP | 
: Sty/e and Quality : 
 inour large stock of Oinderdlla - 
hand- eats hats -there is a style 
to your liking, 
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World announces 
with great pride the acquisition of 
the services of Mr. B. A. Rainwater, 
St. Louis, as supervisor of the Show 
Card department of this publication. 
Mr. Rainwater, will contribute regu- 
lar monthly articles and maintain a 
service department for the solution 
of card writers’ problems, 





desire tov become a musician, which is illustrative of the 
show card, and to become a show card writer you 
must have the eye with which to tune up your card to 
standard pitch or style for various subjects. 

To train your eye in this re- 
spect, first try out your own idea 
with as much skill as possible; 
compare and analyze it with 
other well written cards. Above 
everything else, if you like to 
write show cards you will pro- 
gress more rapidly. Concentrated 
study is a wonderful asset, but 
first try and reduce your hazards 
of time-waste by starting on the 
right track. Here’s another illustration that rings true. 
In public schools first grade pupils are taught to read 
before they can spell. This sounds ridiculous, but it 
becomes practical and successful. 

On the other hand, you know a good show card 
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Pen Lettered Cards by B. A. Rainwater for Cinderella Hat Shop, St. Louis, Mo. 








wh 
cat 
mo 
wo 


sol 
an 
ful 
pei 


vel 


fin 
cal 
bu 
so) 


ea. 
in 
sh 
co 
br 


m. 








f the 
you 
rd to 


$ re- 
idea 
ible : 
with 
bove 
e to 
pro- 
‘ated 
but 
ards 
1 the 
True. 
read 
it it 


card 








Cards by B. A. Rainwater for Cinderella Hat Shop 


when you see it, even if you can’t write one. Now you 
catch a little drift of show card possibilities; you are 
more or less a critic of good and bad examples of card 
work. Now select from your scrap book an example 
of a neat, simple show card, and let that specimen ab- 
sorb your thoughts until you begin to feel that desire 
and belief that you can write one like it. Now be care- 
ful, don’t start right off, with the improper brush or 
pen, and become discouraged at the start ; lettering has 
been made easy at this age of time by the constant de- 
velopment of this art by present-day card writers. 

Cardwriting has claimed my attention for many 
years, and I am still studying and writing them, and 
find the demand getting greater for the higher class of 
cards. “If you can write good cards you will be kept 
busy,” and the world will come to your door without 
solicitation. 

Spacing the Cornerstone 

Spacing is the cornerstone of a show card; there- 
fore, be quick and learn spacing first. What is the 
easiest way of studying this? Not with lead pencil mark- 
ing, but charcoal stick instead; just take some 11x14 
sheets of paper and lightly block off your sections of 
copy; now, if the balancing is wrong, you can easily 
brush off charcoal and re-space. 

It’s just like playing golf; if you are weak with the 
mashie, play eighteen holes with just the mashie, and 
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To Sell ’em, 
Tell ’em 


and Mys 


TRADE MARK 


BRUSHES ano SUPPLIES 


will prove a mighty factor in bui‘d- 
ing up your displays so you can 
STOP passersby and bring ’em in. 


Order’ your requirements now, and 
order plenty, for it is to your ad- 
vantage. “Perfect Stroke” means 
quality from start to finish with 
a rocked-ribbed guarantee that as- 
sures your satisfaction. 








Write for Catalog No. 9 


Bert L. Daily 


126 E. Third St. Dayton, O. 



























What the “Passerby” 
Thinks of you 9 


or Your Store ° 


Advertise 
— Righi 


largely depends on your 
Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 








A Paasche Did It! 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Saduche A Ssh Co: 


1902 DIVERSEY PARKWAY CHICAGO 











Makers of Air Brushes—Accessories, Acknowledged the BEST. 
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WATSON BRUSHES 


for 


Better Show Card Work 


You can’t make high grade, attention 
getting, sales compelling show cards with- 
out good brushes of the proper kind. 

The Watson line includes brushes of 
every conceivable variety for show card 
work. Every brush has been selected with 
a view to executing work of the highest 
quality. 


THE WATSON GUARANTEE 


is behind every brush we sell. Our immense 
business on brushes enables us to buy in 
large quantities and sell at correspondingly 


low prices. 
SINCE 1885 


We have been dealing with the leading show 
card writers everywhere. Write for our 
new, free catalog of brushes and other show 
card supplies. 


Geo. E. Watson Co. 


“The Paint People” 
62 W. LAKE ST., CHICAGO, ILL. 


FSi SUPPLIES 
c RUSH peu (- 


My new 1922- 
23 catalog answers 
yr price question. 20 
years experience in low price 
making—Everything you need for Chas. J. Strong 
shop or studio—Write today for your Founder 


copy. 
SUPPLY DEPARTMENT 


Detroit School of Lettering 


514 GRISWOLD ST, DETROIT, MICH, 




















COMMERCIAL LETTERING PENS—Cardvwriters’ 
and. Merchants’ Rapid One-Stroke Lettering Pens 

for lettering off-hand your own Show Cards, 

Posters, 





— ets, etc. It 

Trade Mark is easy to 
do Rapid, Clean-Cut Lettering with our Improved 
Lettering Pens. Practical Lettering Outfit consisting 
of three Marking and three Shading Pens, together 
with Lettering Ink, sample Show Card, complete 
instructions, figures and alphabets, prepaid at the 
special introductory price of $1.00. Practical Com- 
pendium of Commercial Pen Lettering and Designs. 
100 pages 8x11, printed in colors—a complete instructor in Com- 
mercial Pen Lettering and Designing—in addition to which this 
book also contains a large list of Advertising Phrases, suitable 
for Show Cards, Posters, etc., prepaid $1.00. Complete catalog 
of Lettering Supplies free. 

THE NEWTON AUTOMATIC PEN COMPANY, 


Department D, Pontiac, Michigan, vU. S. A. 
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when the nineteenth hole is reached you will no doubt 
have greater confidence in this deceptive iron. Like- 
wise with spacing ; take eighteen varieties of condensed 
copy and space off eighteen show cards with charcoal. 
I don’t imagine—I know—you will have greater inter- 
est and confidence in your ability in spacing (laying the 
cornerstone) for successful show card writing. 

I have displayed merchandise in windows for 
twenty-two years, and do you know that spacing a dis- 
play in a window requires exactly the same principle 
as spacing your units on a show card? Mr. Displayman, 
is this the truth? If you are a little weak on show card 
work, sink this fact in “bogie” on your next show card. 

The most practical show card is one that is lettered 
with the one-stroke principle. Outlining small letters 
and filling in has no place in practical show card writing, 
but belongs to the architectural draftsman’s mechanical 
style of forming letters. Cardwriting students are often 
misled in evening classes at public school art courses by 
this sort of teaching. No wonder students become dis- 
couraged with show card work. Accompanying this 
article is a group of pen-lettered cards, all solid strokes, 
no “fill-in” lettering. The illustrations were executed 
with the same set of pens used for lettering. Of course, 
the finer points were employed in the drawings. Letter- 
ing pens will handle black and colored show card paint 
as well if not better than a brush for small type when 
paint is diluted with water and stirred. 

For the man or woman who desires to become pro- 
ficient in this work I shall in my future articles and 
illustrations in this magazine endeavor to step by step 
present the shortest, surest route to the show card field. 





FLASHING THE MESSAGE 

NOWLEDGE of and skill in making ten or twelve 
alphabets is not necessary for practical show card 
writing. Two or three will suffice, and these should be 
easily read, since the duty of the show card is to tell the 
story with the least effort on the part of the passerby. 
In other words, the show card must deliver its message 
in the flash of an instant. Fancy letters, difficult of 
reading, can not accomplish this. The standard Roman 
or modified Roman alphabet maintain the quality of 

legibility, perhaps not equalled in any other alphabet. 





I NITIATIVE, a quality necessary for successful ac- 
complishment in any business or profession, will 
determine the heights to which the card writer will rise. 
Initiative will be evidenced in the practice of introduc- 
ing new styles in card arrangement and ornamentation 
and in other conceptions designed to introduce the 
novel, the original. 

These new introductions will come from keen ob- 
servation ; from that interest that causes the card writer 
to keep in constant touch with those sources rich in 
ideas. It is not through imitation that initiatve is to be 
attained, but it is that knowledge of what others have 
done and said concerning their profession that intro- 
duce the original thought. 





S 


beer 
men 
entr 
with 


r 


has 

the 

spec 
shov 
clas: 
are 

iS S¢ 
stor 
car 
evel 


w= aoa 8s a& 


fr 4 


| 


i] 


bo 
coc O 


=> a. 





ft [ie 











loubt 
Like- 
“nsed 
‘coal, 
nter- 
the 


for 

_ dis- 
ciple 
man, 
card 
card, 
ered 
tters. 
ting, 
nical 
yften 
s by 
dis- 
this 
kes, 
uted 
irse, 
tter- 
aint 
yhen 


pro- 
and 
step 
ield. 


elve 
card 
d be 
the 
rby. 
sage 
t of 
man 
r of 
t. 


ac- 
will 
rise. 
luc- 
tion 
the 


iter 
in 
) be 
ave 








CARD WRITING CONTEST 


IGNS OF THE TIMES reports that the show 
& card contest announced several months ago has 
been well received by the show card men with depart- 
ment stores and specialty shops. Many of the best 
entries in the contest have come from men identified 
with the big stores. 

The show card contest as it is conducted this year 
has been arranged in three classifications, the first for 
the students, the second for the department store and 
specialty shop show card men, and the third for the 
show card men conducting and doing general card work. 

The conditions and prizes are identical for each 
classification, with the exception that the closing dates 
are different. The closing date for the store card men 
is scheduled for June 1. This will give the department 
store and specialty shop men an opportunity to enter 
cards made for their Spring Openings and other special 
events. 


CONDITIONS OF SIGNS OF THE TIMES 
SHOW CARD CONTEST 


Prizes will be awarded for the best and most 
original show cards and posters considered for their 
advertising value. Contest closes June 1, 1923. 

First prize, Silver Loving Cup. 

Second prize, $10 order on any regular Signs of the 
Times’ advertiser. 

Third prizes, to each of the five next best a three- 
years’ subscription to Signs of the Times. 

Fourth prices, to each of the next ten best a one- 
year’s subscription to Signs of the Times. 

Contestants may enter not less than four nor 
more than eight cards. Cards may be any size or 
dimension, and made by any process of art, so long 
as they are the originals. They may be made espe- 
cially for the contest or have served a commercial 
purpose. Cards entered in any previous Signs of the 
Times show card contest will not be acceptable. 

Cards are to be sent to the Contest Editor, Signs 
of the Times, Cincinnati, with the name of the con- 
testant on the outside of the package only. 

Signs of the Times reserves the right to repro- 
duce in its columns any cards submitted in the 
contest. 





CARD WRITERS 
FREE CATALOG y..° <2, 


Over 100 pictures of Brushes and Sup- 
plies. Address Desk W-23. 


DICK BLICK, Mgr. 


Galesburg Illinois 














FOR YOUR STRAW HAT TRIM USE 
‘CALIFORNIA PAMPAS PLUMES 


May be had in white (sun bleached), pink, yellow, ‘aven- 
der, light green and blue. 36 to 40 inches high; full and 
fluffy. $3450 per dozen, $35.00 per gross. 


E. G. BARROW, 5955 Highland Avenue, St. Louis, Mo. 
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HE many NAT-MAT finishes and colors 

provide combinations that suggest 

qualities like Daintiness, Ruggedness 
and Antiquity. There are some NAT-MAT 
Cardboards that even suggest the clouds 
and grasses of out-of-doors or the flowers 
and buds of spring. 


Let NAT-MAT harmonize with your dis- 
plays. Specify NAT-MAT Cardboards. 


Send for the Nat=-Mat 
- Sample Book on your 
business letterhead. 


National Card, Mat and Board Co. 


Manufacturers 
4318-36 Carroll Ave. Chicago, IIL. 























LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Bannrer signs used in enormous 
quantities. Three separate courses—Sign Painting, 
Show Card Writing or Commercial Lettering. Old- 
est and Largest school of its kind. 
Write for complete 
particulars. Address 


Detroit 
































Se 





SIGNS—World’s Service On Time— SIGNS 
I. & M. SIGN MFG. CO., LE ROY, MINN. 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 


bl’ No: 12 Pase Sable Nigger 2. oe $ .90 
t- No. 'S Pure Sable Riggers... =. 50 
E_Neo:-.6 Pure Sable Rigger=.... 2... — 35 
2 2-Ounce Water Color (Red & Black)_----_- 50 
P Razkat’ Care Criterion aa 
1 Show Card Instruction Book—FREE 

TOVAL, VALUR =. qos $2.50 

PEN OUTFIT FOR $1.00 

4. Set Speedie P exiss os ee $ .50 
t 2Z-Ounce Socedhall Ink ..-......._._._.._____. ‘Ba 
1 Speedball Instruction Book_---------------- 15 
1 Double End Péenholler-..=. ==. ..--..... 5 
1 Set (12) Round Writing Pens__------------- .20 

TEC A, VALU an $1.25 


These Outfits will be Sent Prepaid 


OArthur CF. dioerauf ©Co. 


Sign & Show Card Supplies 
525 Woodward Ave. Detroit, Mich. 


Send for Illustrated Catalogue 
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SHO-CARD BOARD 
is 


DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 

OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTTA CASCADE BLUE 


SEND FOR FREE SAMPLES 


HLUIRLOCK BROS COMPANY 


3436-38 MARKET ST. PHILADELPHIA 
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cA New Book for 


the Professional / 


6) Wm Hugh Gordon 


Qmeucas Ck@atest C rapt L SHAH 


«ul £088 F: GEORGE. 


he 71 Edition of the 
Me fog Tg Te Edition of 


has been revised to appeal tothe professional: 
display-man + It features many new alphabets 
and decorative stunts made by Mr. Gordon 


(you will - want -to - have™ these 


he Art of of Sngrossing- is another 
 Ghe d of th? new 7 Edition.. good is illustrated 


= some exceptionally fine plates and alphabets 
for the professional penman- Artist and designer 


Introducing the Block System ot Layout” 


a simplified 4 eo! proof me of arranging a 
— balanced layout with any copy or Gostgn 


fast, sens branch, af tevteasional Mleiiy eg 
Foss diy, Use. The od Editon Lbs for SO* 
te “eg aa of teaching the clomontary fundamentals 


of commercial lettering for beginners are now found in 
the new Speedball Loose-Leaf System of Lettering 


Manufacturers Hunt F Pen Co. Camden NJ. Distributors 


eedball Pens Speedball Books 





PERSONALITY NECESSARY IN THE 
PERFECT SHOW CARD 


W: HAVE heard much of personality—of person- 
ality in the window, in the newspaper advertise- 
ments, etc., but there is one place where personality is 
the all-important essential—where its absence will re- 
sult in utter failure—and that is in the show card. 
There must be more than an idea present in a good 
show card. There must be those elements that intro- 
duce the idea, and introduce it in such manner as to 
gain attention and then serve to influence a favorable 
consideration of the subject concerning which the card 
calls attention. 

This personality is rarely attained in the show cards 
of an amateur, and, indeed, the prospects for getting it 
are determined to a great degree on knowledge of things 
in no manner connected with card writing. If you are 
making show cards for a men’s clothing store, it is 
necessary for best card work to have a knowledge of 
those items your cards are to feature. Something 
should be known of the fabrics, how and where made, 
outstanding qualities of product, such as texture, style, 
durability, etc. Then in order to reach the attention of 
the busy passerby their merit must be evidenced in your 
card, a knowledge of personal appeal—that something 
that stimulates the attention of every man. 

Then one must consider the quality of the card 
itselfi—its text, ornamentation, etc., and here the sug- 
gestion is made that quality boards be used and orna- 
mentation employed that will enhance the selling force 
of the card rather than increase the exquisite qualities 
of it. A show card, to be effective, does not have to 
be highly ornamented. 

Show Cards, such as made by Harry C. Davis, 
display manager for M. L. Rothschild, Chicago, IIl.; 
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Card by J. D. Williams, Chicago, Illinois 
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THE DISPLAY WORLD 


“The ever-popular 
Blue wWhite 
Black «White 


tripes!" 


(Ulways good looking 
and always in good 
Style. 


$65 


for Suit 


to your measure ! 


oe 


Another Card by J. D. Williams, Chicago 


B. A. Rainwater, J. D. Williams, A. A. Hansen and 
others of similar perfection of skill, always evidence 
personality. Indeed, so distinctively individual of the 
maker are they that one finds no difficulty in designating 
the writer of them, and, incidentally, while the cards of 
Davis, Rainwater, Williams and Hansen form a major 
essential in their displays, all are consistent in the em- 
ployment of small cards—except where special occasion 
or event makes larger cards advisable. But in the 
regular showings and at opening time small cards are 
the rule. 

It is the personality of these cards that make them 
outstanding. It is the presence of style, legibility, har- 
mony and appeal that designate them as forming a vital 
assistant in sales creation. All of these things must be 
present in the successful show card, and one must not 
tolerate the amateur who considers lettering perfection 
the only requisite of a first-class show card writer. 

In show card writing, as in any other business or 
profession, the best means of perfecting one’s ability 
and knowledge of the profession is through comparison 
not with your inferiors in skill or those proficient in 
equal degree, but with the masters—with the best show 
card writers in the country. Study the make-up of 
cards made by experts; try to ascertain just what it is 
that makes them consistently the best. Invariably the 
perfect cards are the result of several elements of know- 
ledge. Master these if you would become the maker 
of distinctive show cards. 





SIMPIER BOOSTS PACIFIC COAST DISPLAYS 

George Simpier, display manager for Olds, Wortman & 
King, Portland, Oregon, has returned from a buying trip 
to New York and other eastern cities. Incidentally, George 
finds nothing in the effete East* that surpases the displays 
of the Pacific Coast. 
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INDIVIDUAL 
DISPLAY 
CARDS 


* * 


Send for 


Circular 


FRENCH DESIGN 


THE COMPLETE LINE OF 


CARD BOARD 


With Trimmed Edges and 
Gray Granite Back 


CHICAGO s8ano COMPANY 


664-670 Washington Blvd., Chicago, U. S. A. 























Show 
Card 


Writers! 


We have openings for Show Card 
Writers who have completed our 
special course of instruction. The 
demand today far exceeds the supply 
and is getting greater and greater every day. 

The Standard School of Lettering, which is a department 
of The Standard Show Card Service, Inc., the greatest Show 
Card concern in the world, is now offering a practical course 
in Show Card Writing to help supply this ever-growing de- 
mand. The master craftsmen of this great concern will be 
your instructors, and, with the aid of the Motiograph, can 
teach you during your spare hours at home to quickly 
qualify for these great opportunities. 

Would you be interested in a fascinating, easily acquired 
work that would add to your earning ability in your pres- 
ent position, or qualify you for the limitless opportunities 
of full-time Card Writing and Lettering positions, or would 
you like to establish a business of you own? The coupon 
below is the first step. It will bring you complete informa- 
tion, without any obligation. Send it today—now! 






School of Letterin 
6433 Ravenswood Ave., ~ Chicago, Il. 
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Please Send Me Further Information ——— 
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Display of Easter Toys by J. Walter Johnson for The Powers Furniture Co., Portland, Oregon 


with store. He has frequently been successful in similar 
events and has to his credit several national. awards. 


WEBSTER WINS WINTER CARNIVAL 
DISPLAY CONTEST 


H. Lionel Webster was awarded the major prize, a silver 
loving cup in the Winter Carnival Contest, conducted by 
the merchants of Madison, Wis. 

Mr. Webster is display manager for Loken Bros., for 
whom the display was made and but recently affiliated 


Second award in the Madison contest went to the 
Harry S. Manchester Co., with third and fourth prizes going 
to Burdick & Murray Co., and Andelson Bros. Company, 
respectively. Olson & Veerhusen Co., Photoart House, 
Hill’s and University Co-op. were given honorable mention. 


The Regular Subscriber Benefits Most 
JOIN THE REGULARS! 


Each edition of The DISPLAY WORLD contains so much authoritative 
material on the subject of mercantile display that you can only get its 
full benefits by receiving each copy regularly and promptly. 


SUBSCRIPTION 


There is not a state in the Union that does not number among our sub- 
scribers its leading merchants and display men. 


ORDER BLANK | Join the big and 


growing family of 
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lay 


closed. 


DISPLAY PUBLISHING CO., Cincinnati, “ : . 
Gentlemen: Kindly enter order for one (1) year’s sub- % 

scription to The DISPLAY WORLD, beginning with the ; WORLDYS read 

current number, for which money order for $2.00 is en- 

Mail magazine to following address: j 
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Position 
or Kind of Business 


ORDER BLANK 





FOR MERCHANTS — DISPLAYMEN — ADVERTISERS 


Add 10c te checks for exchange. Canadian subscribers add 50c postage. | TODAY 
The DISPLAY WORLD Service & Information Bureau 
serves subscribers GRATIS. 
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The Display Man’s «»¢ Show Card Writer’s Book List 


A complete ready reference library at the disposal of any display man or card writer makes his 
work easier, and provides a source of ideas and suggestions that will develop great improvement and 


originality. The following books are offered as the best works on their subject to be obtained any- 
where and are worthy of your consideration. 


THE ART OF DRAPING 
By Jerome A. Koerber 


A complete system and text-book on draping in all its branches 
for show window and commercial use in three parts covering every 
essential of the art, featuring the choice drapes of the masters in 
the art; 112 pages, fully illustrated throughout, size 734x104, 
substantial cloth binding. Price $3.00, postpaid. 


TAYLOR COLOR CHART 


The Taylor System of Color Harmony is a visible method of 
combining color harmonies easily, quickly and correctly. The 
only means available today by which infallible color combinations 
of two to seven pure, different colors can be selected with instant 
result, producing 20,000 fresh, distinctive color harmonies. Con- 
sists of accurately lithographed color chart showing ninety-six 
colors, with color masks and instructions. Price $15.00, postpaid. 








LETTERING FOR COMMERCIAL PURPOSES 
By W. H. Gordon 


Now in its fourth edition. The most modern treatise on letter- 
ing, the work of an authority on lettering and show card writing. 
Complete text and reference book. 176 pages, fully illustrated, size 
9x12, cloth binding. Price $3.50, postpaid. 


COLORED ORNAMENT 
By Speltz 
An English text giving sixty plates on the antiquities—Egyp- 
tian, Pompeiian, etc. All are beautifully colored. This work is 
used by a large number of display men. Price $10.00, postpaid. 








FORMES et COULEURS 
By Thomas 
A unique portfolio of twenty colored plates in the latest bm 
date colors—a revelation in display ideas and colorings. rice 
$24.00, postpaid. 





OR et COULEURS 
By D’Arcy : 
An especially valuable portfolio of twenty color plates that is 
popular with display men. Another portfolio full of ideas. and sug- 
gestions for the display profession. Price $18.00, postpaid. 





100 LOOSE LEAF LESSONS IN LETTERING 
By W. H. Gordon 

A loose leaf system of 100 lessons in modern brush and pen 
lettering by the new Gordon system of instruction of comparative 
ind classified method, in which the familiar music staff of five 
lines and four spaces is used as a guide in alignment. For brush 
and pen. Printed on cardboard, sizt 7x11, bound in strong blue 
container. Price $2.00, postpaid. 


THE BOOK OF ALPHABETS AND LAYOUTS 
By Al Imelli 


Containing the entire range of sign alphabets as used today, 
each accompanied with modern layout and designs. The most 
practical book for the sign man and designer. 109 alphabets, 100 
attractive layouts. Also a section devoted to the Art of Metal 
Etching for Sign Purposes. 176 pages, fully illustrated, size 734x 
10%. Price $4.00, postpaid. 








BASIC LETTERING 
By W. A. Heberling 
A complete text-book on commercial sign work. The book con- 
tains 110 pages of text and hundreds of alphabets and illustrative 
plates. Covers everything the sign man wants to know. 272 pages, 
fully illustrated, size 9x12. Price $4.00, postpaid. 





Any of the above books may be purchased together 
with a year’s subscription to The DISPLAY WORLD. 
regular price $2.00, by adding only $1.00 to the list price 
of the book, which means a cash saving of $1.00. If you 
are already a subscriber, your subscription will be ex- 
tended. 


SPECIAL DISCOUNT—On orders for three or more 
books shipped to the same address, we allow a special 
dicount of 10 per cent. 


Send your order today to 
Book Department 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 











ART OF SIGN PAINTING 
By Atkinson 
An excellent treatise on sign painting that is thorough and 
complete. Thousands of this book have been sold. It contains 
378 pages, is fully illustrated, size 10x12 inches, cloth bound. Price 
$4.00, postpaid. - 


A SHOW AT SHO’ CARDS 
By Atkinson & Atkinson 
A practical handling of the subject of show card writing by 
men who knew their subject. 300 pages, fully illustrated, size 
‘10x12 inches, cloth bound. Price $4.00, postpaid. 


STRONG’S BOOK OF DESIGNS 
By Strong 
An exclusive design and alphabet compilation, including orna- 
mental initials, scrolls and borders, some of them in colors. Three 
arr | designs, size 8%x10% inches, cloth bound. Price $4.00, 
postpaid, 


SCENE PAINTING & BULLETIN ART 
By Atkinson 
A book of 300 pages, covering the subject of scene painting in 
detail. The only book of its kind and one that should be owned 
by anyone attempting to do this kind of work. Size 10x12 inches, 
cloth bound. Price $4.00, postpaid. 


DAILY’S SHOW CARD WRITER 
Up-to-date information and ideas for the window trimmer and 
show card writer. 100 pages, fully illustrated, size 934x12%4 inches, 
paper bound. Price $2.00, postpaid. 


THE ART OF SHOW CARD WRITING 
By Strong 


A fine text-book on show card writing, containing practical and 
complete text, alphabets and show card illustrations. 240 pages, 
size 8x1l, cloth bound. Price $4.00, postpaid. 


ART MONOGRAMS & LETTERING 
By J. M. Bergling : 

The most successful book of its kind. Profusion of monogram 
ideas, designed to conform with the taste and requirements of the 
times. 60 plates, size 8x11, cloth bound. Price $2.75, postpaid. 

ART ALPHABETS AND. LETTERING 
By J. M. Bergling 

Great variation of styles and forms of lettering required in the 
many different branches of letter making. Contains a large col- 
lection of practical and up-to-date designs and engravings. The 
many artistic lettering studies should prove an authoritative guide 
and inspiration. 96 pages, size 8xll, cloth bound. Price $2.75, 


postpaid. — ee Ee Tee 
SPEEDBALL TEXT BOOK 
By Ross F. George 
A revised edition of this excellent book on the use and applica- 
tion of the speedball pen. Will appeal to the professional show 
card writer and display man. Complete in every detail. Paper 
bound. Price 50c, postpaid. _ seiciet ln eo 
SHOW CARD WRITING 
By Blair 
The whole story of modern show card writing in one book. 
Abundant specimens of good show cards for suggestions. A book 
for the heginner and experienced show card man. Every chapter 
full of valuable information and ideas. 236 pages, cloth bound. 
Price $2.50, postpaid. 
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THE DISPLAY PUBLISHING CO,., Cincinnati, Ohio 
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Sectional View of Main Floor, J. W. Robinson Dept. Store, Los Angeles. Display Manager, Mr. Petrie 


NEW PLAN FOR AD ALLOTMENTS 


The advertising department of the A. I. Namm & Son 
store in Brooklyn, is now a forbidden spot for the buyers 
of the store. Under a new plan in operation the advertis- 
ing manager no longer takes up with the individual buyers 
matters pertaining to the advertising of merchandise of 
their respective departments. All this is now taken care 
of by the merchandise managers of the store. 

This step is a further development of the store’s plan 
to have the buyers concentrate their efforts on the buying 
of merchandise, and to leave the selling of it to other 
hands. In furthering this idea the store, a short time ago, 
established buying offices in the heart of the apparel manu- 
faturing district in Manhattan, so that the buyers might 
keep in better touch with the market. 

The store has been divided into five merchandise divi- 
sions and a basement, with a merchandise manager at the 


head of each division. Each week the merchandise man- 
agers meets with the buyers in his division and plans 
with them the advertising for the following week. The 
merchandise that each department is to feature, the day 
it is to be featured, and the amount of advertiing to be 
asked for each department is discussed. 

The merchandise manager then takes up the question 
of the advertising for the departments under his super- 
vision with the advertising manager. In the latter’s office 
is a large monthly sales chart for each merchandise divi- 
sion. On this chart the ad man and the merchandise man- 
ager each week enter the advertising to be given to the 
departments of that division. 

To facilitate this closer co-operation between the mer- 
chandise men and the advertising managers, the offices 
of the latter and of the advertising department have all 
been grouped on the fifth floor of the store. 
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Wen Wanted Positions Wanted Gor Sale Waneed Buy 


POSITIONS WANTED 





WANT TO SELL 














Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 
Accessories, We teach you how by Mail. 
Our Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We, 
also, sell Imported Theatrical Scenery 
Models, they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 
Enkeboll Art Institute, Omaha, Neb. 


World’s Service ON TIME 


SIGNS 


I. & M. SIGN MFG. CO. 
LE ROY, MINN. 














ART STUDENTS 
LEARN CARTOONING, commercial art, 
fashion art, newspaper and magazine illus- 
trating by mail, or local classes; write or 
call for information. 
ASSOCIATED ART STUDIOS, 
A-76 Flatiron Bldg. New York City 





HIGH GRADE, READY-TO-LETTER 
POSTER AIR BRUSH CARDS—on Mat 
Board. Spring, Easter and many other 
designs, size 10x16; also scenic Poster 
Cards. Over 100 designs. Special trial 
offer, 5 for $1.00. 


SAMUEL GOLDSTEIN 
117 Archibald St., Burlington, Vt. 








FIXTURE SALESMAN 
To sell a high-grade line of 


flowers and decoratives as a 
side line on commission basis. 
Give full particulars in first 
letter. Address 
SA. Ww.” 
Care The DISPLAY WORLD 

















WINDOW TRIMMER AND- CARD 
WRITER—Now employed in department 
store; four years’ experience; 22 years 
old; married. willing to go anywhere, 
east, west, north or south. Would like 
to make change about March 20. Address 
“xX” Care of the DISPLAY WORLD 


HELP WANTED 


WANT TO BUY 

















DISPLAYMAN AND CARDWRITER 


Now with one of the finest men’s wear 
stores of Canada, is open for an immedi- 
ate change. Ten years’ practical experi- 
ence, artistic or stocky trims, knowledge 
of advertising and selling. 

GEO. F. TAYLOR, 


Box 51, Port Arthur, Ontario, Canada 





A REAL OPPORTUNITY 


A large and progressive manu- 
facturer of display fixtures and 
store equipment is in need of a 
live-wire traveling representative 
with following; who can suggest 
ideas and close sales. To an ex- 
perienced and able man we are 
in position to offer an exceptional 
opportunity. We also have an in- 
teresting: proposition for local dis- 
play service men. Address 


“H. S.” 
Care The DISPLAY WORLD 


WINDOW DIVIDERS 
Could use two good used window dividers 
in either Circassian Walnut or Mahog- 
any. Must be reasonable in price. Give 
full particulars. Address 


“U. B.” 
Care The DISPLAY WORLD. 














Window Trimmer and Card Writer 
Young man, now employed in large de- 
partment store, desires change on or 
before April 1st. Ambitious, willing 
worker. Will go anywhere. Reference on 
request. Address f 

& ik, 
Care The DISPLAY WORLD. 











STORE MANAGER 


A large store in the Central West is 
in need of a first class store manager. 
Excellent opportunity. Address 

bal N.”’ 
Care The DISPLAY WORLD. 








SPRING DISPLAY 


Department store in small 
town is interested in a spring 
window trim _ suitable for 
women’s ready-to-wear or chil- 
dren’s apparel. Size of win- 
dow, 12x15 feet. Address 


“M. O.” 
Care The DISPLAY WORLD 











IF YOU SEEK A POSITION—NEED A MAN OR HAVE ANY 
USED MATERIALS OR FIXTURES TO DISPOSE OF 


Use the Opportunity Exchange 


$1.50 


PER COLUMN INCH PER INSERTION, CASH WITH COPY. 
LARGER SPACE IN PROPORTION 


GOOD RESULTS AT LOW COST 





Opportunity Exchange for Arril Issue Closes April 10 
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EVERLASTING SIGNS 


Made of bronze, the metal that lasts forever. Always 
clean, bright and attractive. 


Arranged for the exterior of your store, or fitted with 
easels for your show windows. Any size, any shape, any 
trade-mark or special style of lettering desired. 


_ The best of all signs to advertise your business in a 
dignified, compelling manner. 


STORES IN: 
PRINCIPAL ‘CITIES 
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A POST-CARD BRINGS THIS BOOKLET 


Display Managers: Send for your copy of our new cata- 
log. It shows bronze signs in dozens of sizes and styles, 
and offers valuable suggestions for your guidance. 


Special low prices now in effect. You save $$$ when you 
purchase from usdirect by mail, 


NEWMAN MANUFACTURING CO. 
416 ELM ST. CINCINNATI, O. 
68 W. WASHINGTON ST., CHICAGO, ILL. 

















YOUR SHOWCARD WRITING MADE EASIER 


Than ever by a new improved stencil device known as the 


“STENCILOR” 


HE progressive show card “Stencilor” gives every facility 

that human ingenuity can provide, to produce your own 

store and window signs, at a minimum of cost, in a quick 
and efficient manner; cards that are thoroughly up-to-date and 
attractive, delivering their message ‘to the buying public in- 
stantaneously. 





We offer the “STENCILOR” at the very low 
introductory’ price of 


$45.00 


5 per ore discount for cash with 


F. O. B. St. Paul, Minn. 
order or for C. O. D. shipment. 

It CONTAINS: 14 Sets of Alphabets, varying in size and 
width and heighths, including letters ranging from % inch to 
3% inches high; 8 Sizes of Figures—of these 7 sizes are in 
Duplicate, one set for red ink, the duplicates for black ink; 
Ornaments of various sizes; Stencils with the words: and, of, 
for, & ?, ! marks, in sizes to match the letters; Special Sale 
Stencil in 2 sizes, very attractively designed. Lines for Bor- 
ders, etc., of fine, medium and heavy stroke; Black, Red and 
Green colors. 

Moistening Jars. 2 different sizes double end Brushes. 

Cardboards. 


DISPLAY MATERIAL COMPANY 


191 Pearl Street New York, N. Y. 
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DISPLAYMEN WILL MEET IN 
CLEVELAND, JUNE 18-21 
~~... before since the establishment of the In- 

ternational Association of Display Men has such 
activity been evidenced by converition committees, and 
if the elaborate program of publicity arranged by the 
Cleveland committee receives the consideration it de- 
serves, then the success of the twenty-sixth annual con- 
vention of displaymen will surpass in importance and 
accomplishment any previous meeting. 

A program of exceptional merit is practically ar- 
ranged, with the “Old Timers’” contest standing out 
as a bright feature. In this event displaymen who have 
practiced their art for twenty-five years or more will 
compete for valuable prizes. Judging will be by men 
likewise engaged in the display profession twenty-five 
years. 

The meeting is scheduled for Hotel Winton, Cleve- 
land, June 18, 19, 20 and 21, and indications warrant 
early reservations for those planning on attendance. 





DISPLAYMEN OF BIRMINGHAM ORGANIZE— 
WILLIAMS PRESIDENT | 


Displaymen of Birmingham, Ala., have organized with 
Ray Williams as the first president. Great enthusiasm 
marked the perfection of this new local club and every 
displayman in the city has expressed his desire to become 
affiliated. The club will be known as the Birmingham 
Assoiation of Displaymen. Meetings are scheduled for 
twice monthly and application has been made for affiia- 
tion with the national association of displaymen. 





CINCINNATI LOCAL REORGANIZES 


Newly elected officers of the Cincinnati Display Men’s 
Club, are: President, Arnold D. Loring; vice-president, 
A. C. Kein, display manager R. B. Clothes Shop; record- 
ing secretary, Richard Courtney, display manager, Hanke 
Bros.; financial secretary, Elmer H. Heileman, display 
manager, McAlpin’s. 





LION TIRE DISPLAY ATTRACTS 
KEEN INTEREST 

William G. Petzold, owner of the Lion Associated Tire 
Shop, Terre Haute, Indiana, has been freely commended 
on his excellent displays. A recent window showed the 
complete process in the manufacture of Lion tires even to 
the origination and conversion of the various products 
use in their making. 





ORPHAN NEW DISPLAY MANAGER 
FOR McCORMACK BROS., TACOMA 
George Orphan, until recently display manager for The 
Cleaver Dry Godds Co., Everett, Wash., is now directing 
displays for The McCormack Bros. Dry Goods Co., Ta- 
coma, Wash. He succeeds Mr. Jeromy, recently appointed 
merchandise manager at the latter store. 





B. B. SMITH & COMPANY TO HAVE 
NEW FRONT 


B. B. Smith, president of B. B. Smith & Company, 
Lexington, Ky., announces plans for extensive store fré- 
modeling. Prominent in the plans for alterations is the 
consideration to be given the show windows. New backs, 
fixtures and lighting systems will be installed. 
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Service and Information Blank 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 
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Trimmings 
OC) Banners 
_) Baskets—Wicker 
C) Batik and Fancy 
Window Fabrics 
(] Books on Cardwriting 
(] Books on Display 
1) Books on Window 
Trimming 
[1] Booths and Floats 
[] Bronze Powders 
C] Brushes 
[] Cabinets—Revolving 
1 Cabinets—Stationary 


O) Display Racks 

1) Displays—Moving 

C1) Dividers—Show 
Window 

1) Drawing Boards 

_] Exterior Lighting 

(J Fixtures (Glass) 

(0 Fixtures (Metal) 

() Fixtures (Wood) 

1) Flags 

C1) Floorings (Window— 
Permanent) 

[1 Floorings (Window— 
Temporary) 


C1) Plushes 

CJ Price Cards 

(1) Price Tickets 

0) Price Ticket Holders 
C) Reflectors 

1) Screens (Background) 
C1] Shoes—Window 

(1 Show Cards—Stock 
(1) Show Card Board 
[] Show Card Schools 
C) Show Card Easels 
CL] Show Card Service 
[] Show Cases 

C1) Show Case: Lighting 


(1) DO YOU WISH A COPY OF THEIR CATALOG? 
L] DO YOU PLAN TO REMODEL YOUR STORE SOON? 
CL] DO YOU PLAN TO BUILD A STORE SOON? 


Mail to Service and Information Bureau 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—lIllustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 








When orderedin 
$ 5 PER Combination with a BOTH $ 50 
COPY year’s subscription to FOR - 
The Display World. 











‘whenindnietientietelennintiaxienin 
THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed Gad $.........2..2 TO PAY FOR 


[] The Gordon Book. 


_] The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. 


y 
NOTE—If remitting by check add 10c for exchange. 
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NEWMAN STORE SIGNS 
QUALITY ADVERTISERS 


Newman store signs, manufactured by the Newman 
Manufacturing Company, Cincinnati, have long been ac. 
cepted as products incorporating the essentials of quality, 
durability, character and economy, and are constantly 
serving thousands of progressive stores throughout the 
country. 

The right kind of outside 
store signs add_ dignity, 
character to the store front, 
and any embellishment or 
essential serving in this ca- 
pacity serves most. effec- 
tively and efficiently if that 
embellishment or essential 
is of quality. This element, 
quality, characterizes New- 
man sign products and the 
many stores equipped with 
Newman signs is ample rec- 
ommendation. 





MENS SHOPI 


INC. 


A handsome cast-bronze 
tablet at either side of store 
entrances gives the needed 
touch of individuality and 
is appreciated by the shop- 
ping public. 

Merchants contemplating 
building or remodeling, or 
those who have not availed 
themselves of the advant- 
ages of appropriate sign in- 
vestment will find it to their 
advantage to become famil- 
iar with the service facilities 
of the Newman Manufac- 
turing Co. 

The makers of Newman sign products maintain an ex 
tensive service department where special attention is given 
to individual requirements. Catalogues, generously illus- 
trated with sign types and literature interesting to the 
merchants will be mailed on request for same. Address, 
Newman Manufacturing Co., 416-418 Elm St., Cincinnati. 











PLASTIK-ART BACKGROUNDS IMPORTANT 
DEVELOPMENT 


Display managers and merchants will find it to their 
advantage to review the announcement of The National 
Plastic Relief Co., printed on page 2 of this issue, which 
introduces Plastik-Art Backgrounds. 

The new method of providing temporary backgrounds 
while maintaining the artistic merit evident in the finish 
of quality, permanent settings is a great step forward in dis 
play development. 





PROGRESSIVE SPIRIT OF BODINE-SPANJER 
REFLECTED IN PRODUCTS 


The products of The Bodine-Spanjer Company, Chicas 
have attracted much attention during the past severa 
weeks, and the strikingly beautiful creations of this mal” 
ufacturer surpasses the gorgeous decorative conceptions 
of previous seasons. 

This progressive, quality house has anticipated the 
trend in display decoration desires and through an incom 
parable art department has been able to offer for critical 
display directors, quality creations, new in theme and ex 
cution. 
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The Displayman’s Viewpoint 






































TOO BUSY TO WRITE 


Editor, The DISPLAY WORLD: 

Why is it that some displaymen, 
recognized as leaders in their profes- 
sion, guard so zealously from divulg- 
ing any information that may be to the 
advantage of the individual striving 
for success and at the same time serve 
as a means of benefitting the general 
profession? 

It seems to me that men in any pro- 
fession owe something to that profes- 
sion and in its development comes also 
the development of its representatives 
with an according concrete benefit. 
Yet, it has been my experience on 
several occasions to write and at- 
tempt to visit some displaymen who 
did not see fit to acknowledge my let- 
ters or allow admittance to their de- 
partments. I suppose that they are 
busy—will grant the fact, but I can’t 
conceive of a man’s time being so re- 
served as to make impossibe the ac- 
knowledgement of a brief letter writ- 
ten in the interest of a mutual profes- 
sion. Is it lack of intelligence, cour- 
tesy or just plain swell-headedness ?— 
O. De G. 


Editor, The DISPLAY WORLD: 


Your publication is to be com- 
mended on the remarkable accom- 
plishment it has achieved since its es- 
tablishment. It has evidenced unmis- 
takably the fact that manufacturers 
can utilize such a medium to their de- 
cided advantage, and, I can recom- 
mend it as the best publication reach- 
ing the field of mercantile display. 

Our display service department, con- 
sisting of ten artists and displaymen 
refer to it continuously and it is with 
a great deal of pleasure we recom- 
mend it to our dealer clients. 

Enclosed find statistics concerning 
our most recent display campaign 
which you are at liberty to use in any 
manner you may choose.—J. E. McD., 
Sales Promotion Manager. 


DISAGREES WITH ARTIST 


Editor, The DISPLAY WORLD: 

A few days ago I read a newspaper 
report wherein a Detroit artist stated 
that two steps were accomplished in 
the closing of a sale influenced by 
window display. He said the first 
was attention, the second, the actual 
sale. 


Hasn’t this fellow forgot something, 
or is it a fact that he is deficient in 
his knowledge of merchandising? We 
will admit that an attractive thing has 
attention-getting value, and important 
as this element is in sales-making, be- 
fore the actual sale can be accom- 
plished there must be aroused a keen 
interest in the thing displayed, so keen 
indeed that it must create a desire to 
own. This creation of interest, I be- 
lieve, forms an important second step 
and the power that stimulates a will 
to possess adds one more, so I think 











In the endeavor to ascertain the 
reason for some of our failures in 
our every-day life, or find some little 
hint that may aid.us in the full ac- 
complish of a duty well performed “a 
dozen little reasons” which, the 
author, the late John Wanamaker, 
said “are not little things after all” 
are printed here. The Merchant 
Prince said failures are usually at- 
tributable to the individual and asked 
the consideration of the following 
paragraphs: 

1. He forgets that his worth is man- 
ifest by what he produces in manage- 
ment and sales. 

2. He finds excuses for not doing, 
instead of finding ways to do what 
should be done. 

3. The world goes ahead to almost 
every direction and he keeps on the 
humdrum turnpike, where somebody 
will have to pay the tolls. 

4. He is not observant, accurate or 
thoughtful. 

5. He is sailing by the broken com- 
pass of chance. 

6. He flatters himself by compar- 
ing in his own mirror instead of with 
others that have passed him in the 
race, 

7. He thinks nobody notices that he 
has fallen behind. 

8. He does not love his work as he 
used to, and therefore his enthusiasms 
have been lost. 

9. He puts off too many things until 
tomorrow. 

10. He is unconscious of being idle 
much of his time and lets the day go 
by lacking results he could have at- 
tained. 

11. His lack of thoroughness blocks 
his leadership. 

12. However honorable, he fails to 
realize that his example affects others. 


that the long accepted four steps in 
sales accomplishment is more sub- 
stantially correct than the modern 
pronouncement of the Detroit au- 
thority. 


A SUCCESSFUL SALE 


Editor, The DISPLAY WORLD: 
Here’s a sale scheme that crowded 
them in until the walls bulged. 


An Illinois merchant offered to give 
to every 25th purchaser a duplicate of 
the item purchased. The event was 
to continue throughout the day with 
no intermissions. The store is what 
may be considered of the general clas- 
sification and a number of high-priced 
articles were in stock. The result of 
this experiment may well be imagined 
with hundreds of shoppers, remaining 
in the store throughout the day at- 
tempting to judge the psychological 
25th position. Several men received 
high-grade, quality suits, hats and 
shoes, while one woman was fortun- 
ate enough to land a beautiful vic- 
trola,;° 

Merchants contemplating this form 
of sale will find it exceedingly profita- 
ble, but warning is hereby given— 
have ample police protection.—H. J. G. 


THE DISPLAYMAN’S 
PREROGATIVE 


Editor, The DISPLAY WORLD: 

We hear much about appropriations 
and budgets these days, and in this 
connection let me congratulate you on 
the comprehensive program you are 
following for reasonable appropriation 
for display and for the displayman’s 
control of the expenditures of his de- 
partment. 

When yvu say that the present con- 
dition is, to some extent, due to dis- 
playman’s inclination to keep out of 
executive discussion, I know what you 
mean. For years I accepted the policy, 
whereby I could not buy a tack ham- 
mer without first consulting and get- 
ting the o. k. of three or four depart- 
ment heads, but I acquired the force 
to “go to the mat” and, the boss, 
pleased with the prog: «sive spirit, 
placed an appropriation at my dis- 
posal. The plan works wonderfully 
well and we have records to show that 
the display department is a dollar and 
cent producer—and our displays are 
getting “better and better.”—M. R. F. 
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Ability to make original, distinctive, displays of harmonious colors is becoming increasingly 
necessary for the successful Display Manager. The new Taylor Color Harmony Chart, based on 
the natural laws that govern Color, selects the proper colors automatically, quickly and correctly. 
It enables you to choose from an almost unlimited number of Fresh, New, Color schemes some 
20,000 combinations, containing from two to seven different colors, always in harmony. 


No need NOW to use the same, old common harmonies that occur to 
anyone. Choose New and effective harmonies from the Taylor Chart. 
Hundreds of Display Managers throughout the country unite in saying 
it is the greatest help ever 
developed for the proper 
and effective display of em 
merchandise in windows saves RF. Macy & Co. 
and departments. nasil” ‘iasiale 








April 6th, 1922, 


Taylor System of Color Harmony, 
425 - Sth ave., 
New York City. 
Gentlemen: 


In answer to your recent inquiry "How I have used th Taylor . 
Color Chart and with what success? ” would advise as follows: 























I have found the Taylor Chart of great value in selecting 
effective color beckgrounds, and floor coverings, which wuld harmon- 
ize with the varied line of merchandise we display. It is often hard 
to picture, just whet the effects of certain backgrounds would be, 
except the few you know at once, would be good. But, whenwe want sane- 
thing unusual, and interesting, (as good displays should be) the color 
ideas do not come to one at once. 





Since purchasing your Chart, many attractive, ami effective 
combinations have been obtained. 


Take it in Interior work: I may want to show a set of Wicker 
Purniture either blue or green. Cretonnes of several colors will blend 
well in such display, but when we need a third color -- that's the tick- 
lish point? 


For instance; we have planted the blue wicker and draped the 
eretonnes of blue, orange, green and yellow. Which one of those colors 
should be picked to use in plain material to keep the scheme harmonious?. 


Consulting the Chart; we see instantly, with the aid of ask 
one, that Rose or Violet Red completes a harmonious trio; After that, 
comes the selection of proper colored floor coverings and the set is done. 


I have used the Chart to good advantage in displaying silks, 
arranging counters, and working out fresh pastel effects with lace, 
embroidery and beads. 





I recommend your Color Chart, heartily, to anyone wishing a 
CHOICE of a great number of "different" Color Combinations, absolutely 
in Harmony. 





Very truly yours, 
R He cy and Co., 


BW Hani 


FIRST ASSISTANP TO DISPLAY “ANAG=R. 








Complete with Masks 
and Instructions 


Use of this Chart requires no previous knowledge of the laws of Color. 
It works simply, and leaves nothing to guesswork or chance. Color 
Experts in many trades and industries have adopted it. 


| 

The Taylor Color Chart is lithographed on durable stock, re-enforced with linen back, and meas- 
ures 22x29 inches. Three masks with cut-out windows and a sheet of pictorial directions com- 
plete the equipment. It is sent parcel post insured for $15. The cost is nothing, however, for it 
pays for itself quickly. Its use means extra business and profits for you. 


EXCLUSIVE SELLING AGENTS TO THE DISPLAY FIELD 





























Order by Number! This is 
No. 5069B 





Distinctive and Colorful Parrot 
With Fixture for Displaying Drapes 


ERCHED upon a flowing drape 

of silk or some other rare mater- 

ial, this gorgeously plumed Bra- 
zilian parrot greatly embellishes the 
rich quality of the merchandise on 
display. 


This beautiful item is only one of the 
many distinctive and original Bodine- 
Spanjer Spring creations now on ex- 
hibit in our Chicago Display Room. 


To view them is truly an inspiration! 


Sketches Submitted Without Obligation 
Place Your Order Now 


| -r LO. 
Designers and Makers of Original Decorations 


316-318 S. Wabash Ave. 


Studios—1160 Chatham Court, Chicago 








NT. 

For the first time, we are offering Merchants and 

Display Managers the opportunity to order direct 

from our advertisement. The above items will be 

sold only one store in a town or city. Immediate 
Delivery. Send in your order at once! 


























